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THESE 
 
Titre:  "Une étude ethnomarketing multi-sites sur les expériences produites 
et vécues dans les centres commerciaux: les cas de centres commerciaux à 
Buenos Aires, Londres, Paris, Rio de Janeiro et São Paulo" 
 
 
Abstract- Francais 
 
Cette recherche se concentre sur les centres commerciaux et sur les 
expériences de magasinage produites et vécues au sein de ces espaces de 
vente dans différentes villes et régions du monde (Angleterre, Argentine, 
Brésil, France). Bien qu’il existe de nombreuses recherches sur ce sujet dans 
les économies développées, il en existe peu consacrées aux économies 
émergentes (Amérique Latine, notamment) et encore moins à des 
comparaisons inter-zones. Ce travail à caractère inductif et interculturel 
s'appuie, pour la discussion théorique des observations menées, sur les 
apports de la “Consumer Culture Theory”, en particulier sur les recherches 
sur l’expérience de magasinage transposées aux centres commerciaux, et 
tente de dégager des implications marketing. 
 
Mots Clés: Centres commerciaux, Consumer Culture Theory, expériences 
de magasinage, analyse inter-culturelle, Angleterre, Argentine, Brésil, 
France. 
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Abstract – English 
 
This research focuses on shopping centers and on the shopping and 
consuming experiences produced and undergone within these retail spaces in 
different cities and in different regions of the world. Although significant 
work has been done on this topic in developed economies, significantly less 
has been devoted to emerging economies and even less has been done in 
comparative terms. This work builds on the existing Consumer Culture 
Theory related literature and it attempts to address current gaps in this body 
of work, as well as to provide managerial recommendations based on 
research findings. It differentiates itself from previous research on shopping 
centers on four main aspects: (1) By studying the phenomenon of shopping 
centers in Latin America, a largely unexplored domain; (2) By adding a 
multicultural perspective to the body of research on consumer and shopping 
experiences at shopping centers through the study of cases in five different 
cities; (3) By establishing a process of case selection to provide a priori 
variability of cases; (4) By comparing on ¨continuum¨ (Carù & Cova, 2007; 
Roederer, 2008) the full array of shopping experiences: produced, undergone 
and co-driven (Csaba and Askegaard, 1999; Tsai, 2010) and assessing 
whether these experiences vary across locations as well as the possible 
causes of variation. 
 
Key words: Shopping Centers; Consumer Culture; Servicescapes; 
Argentina; Brazil; England, France. 
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¨I dread success. To have succeeded is to have finished one´s business on 
earth, like the male spider, who is killed by the female the moment he has 
succeeded his courtship. I like the state of continual becoming, with a goal in 
front and not behind. 
George Bernard Shaw (1896) 
General Introduction 
Service and commercial places have had a community function dating to 
ancient times (Adburgham 1979; Aubert-Gamet and Cova 1999). In 
contemporary commercial spaces individuals interact with objects, brands, 
with various groups of other individuals and with different belief systems, 
thus allowing for the construction of identity and meaning through the 
consumption not only of products and services, but also of time (Schmitt and 
Zarantonello 2013). 
Askegaard and Linnet (2011) state that businesses respond to the 
communities in which they are inserted through the creation of new operant 
and operand resources
1
 and recognize that the creation of these new 
resources reflects changes in society’s rules. Following this line of though, it 
is therefore crucial for corporate management to acknowledge how business 
have responded to these constructed communal identities in order to sustain 
an effective corporate strategy. 
Yet communities are constantly changing and the recent outbreak of social 
movements has called for a new understanding of not only what is going on 
in today´s world, but why things are changing and how these changes affect 
                                                 
1
 Constantin and Lusch (1994) define operand resources as those upon which an act or 
operation is executed and operant resources as those engaged to act upon operand and other 
operant resources. Operant resources are often intangible skills and competencies that act upon 
production inputs that are operand resources. 
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businesses in every industry. So how can we understand these corporate-
consumer relationships in the aftermath of a ¨new consumer¨
2
 era?  
Even though there is a general consensus about much of ¨what¨ has changed 
over the life-span of a few generations, and even in some cases on the effect 
of these changes on consumers´ roles in marketspaces, there is still a need to 
further understand the underlying factors driving those changes. The ¨why 
factor¨ inspiring these consumer responses cannot be understood based 
solely on mainstream firm-centric marketing approaches, which were 
developed in parallel to the industrial revolution and are based on the 
microeconomic maximization paradigm (Webster 1992).  
These dominant frameworks view consumption as the “act of using goods 
and services to satisfy needs and wants” (Kotler 1997: 9) without necessarily 
taking into account the deeper social, cultural and psychological aspects of 
consumer behavior. A Consumer Culture Theory (CCT) approach to 
marketing thought focuses on the experiential and sociocultural dimensions 
of consumption that are often neglected or at least underemphasized in 
mainstream firm-centric research (Arnould and Thompson 2005) and can 
thus make significant contribution to an understanding of this new world 
order.  
Of particular interest for the CCT literature is the network of relationships 
which are built in retail spaces at any given point in time. As proposed by 
Peñaloza and Cayla (in Belk 2006), CCT studies both consumption venues 
and what consumers do in these spaces.  
                                                 
2
 Cova and Cova (2009) identify three consecutive faces of the ¨new consumer¨ developing 
from marketing discourses over the last 20 some years: ¨the individualistic consumers of the 
early 90’s, the hedonistic consumers of the turn of the millennium and the creative consumers 
since the mid-2000´s.¨ (Cova and Cova 2009: 95). 
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Accordingly, this work will attempt to analyze consumer culture and the 
construction of a communal identity project (Arnould 2005) at shopping 
centers in different cities, while acknowledging the ¨cultural, historic and 
societal conditions that make this identity and the means of attaining it 
attractive and legitimate¨ (Askegaard and Linnet 2011). It will also attempt 
to understand how the ¨feedback system¨ works, or, in other words, how the 
construction of communal identities affects the retail environments in which 
they take place in terms of business models and positioning. 
This research focuses on shopping centers and on the shopping and 
consuming experiences produced and undergone within these retail spaces in 
different cities and in different regions of the world. Although significant 
work has been done on this topic in developed economies, significantly less 
has been devoted to emerging economies and even less has been done in 
comparative terms.  
This research builds on the existing Consumer Culture Theory related 
literature and it attempts to address current gaps in this body of work, as well 
as to provide managerial recommendations based on research findings. It 
differentiates itself from previous research on shopping centers on four main 
aspects: (1) By studying the phenomenon of shopping centers in Latin 
America, a largely unexplored domain; (2) By adding a multicultural 
perspective to the body of research on consumer and shopping experiences at 
shopping centers through the study of cases in five different cities; (3) By 
establishing a process of case selection to provide a priori variability of 
cases; (4) By comparing on ¨continuum¨ (Carù & Cova, 2007; Roederer, 
2008) the full array of shopping experiences: produced, undergone and co-
driven (Csaba and Askegaard, 1999; Tsai, 2010) and assessing whether these 
experiences vary across locations as well as the possible causes of variation. 
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¨In the struggle for survival, the fittest win out at the expense of their rivals 
because they succeed at adapting best to their environment¨  
Darwin (1869) 
On the origin of species 
1.1. Empirical Background of the Research 
According to Fuentes (2012), retailing and shopping practices are rooted on 
while at the same time work to reproduce broader social and cultural 
practices He argues that retail has a political role in society, since it affects 
the way people view the world.  
This implies that in order to recognize why some store concepts, marketing 
practices and products are successful while others fall short it is important to 
recognize the socio-cultural processes on which the practices of retailing, 
shopping and consumption build on. The most successful retailers would 
thus be the ones who understand not only how these underlying processes 
affect their business, but also how their business may affect these processes 
today and in the future. 
1.1.1. Retail markets and the ¨survival of the fittest¨ 
The retailing industry has undergone significant changes over the last twenty 
years. Competition from online commerce has initially driven retail 
operators to focus on the experiential side of the physical shops: the 
embodiment of physical retail experiences and an overall strategy of re-
enchantment of retail spaces. However, the early approaches completely 
separated the online from the off-line experiences (e.g. Firat and Venkatesh 
1995; Aubert-Gamet and Cova 1999; Csaba and Askegaard 1999; Carù and 
Cova 2003a; Farrag et al 2010). More recently, however, retail operators are 
taking into account the complete entertainment experience, with its full array 
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of on and off-line experiences (Vanheems 2012) with components of 
excitement, fun, joy and even dream-like fantasies (Tsai 2010). 
Retailers have started to innovate with multichannel approaches (Dholakia. 
et al. 2010) and the complementarity of these varied shopping experiences 
seemed to be more effective and profitable in the long-run. Offline only 
retailing is now a shrinking category (The Economist, 2013). With the 
emergence of multichannel retailing - or omnichannel, the preferred term 
for some analysts, physical retail settings continue to be a key factor in 
creating consumer experiences. 
Aubert-Gamet and Cova (1999) sustain that companies should consider the 
design of physical retail spaces or ¨common places¨ as a key managerial 
issue. The design of these shared spaces aids in the development of social 
links by and among the users. These communal experiences transform 
routine shopping into a social activity, which in turn stimulates repeat or 
longer visits. 
Mastering the creation of consumer experiences in this new multichannel 
environment and on a global scale becomes critical for retailers during hard 
economic times. As consumers become weary of their spending habits, 
both physical shops are closing and online retailers are failing. It is the 
¨survival of the fittest¨ - the retailers who better adapt to consumers’ 
cultural changes - who will remain competitive in the long run. 
1.1.2. Cultural understanding as an asset in retail management 
The movement towards industry consolidation in the aftermath of the 2008 
economic crisis accentuated the already ongoing trend of globalized 
corporate investment. It favors global players, who can hedge market 
downturn in one area with good performance in other markets (Cushman & 
Wakefield 2011). In spite of this new competitive scenario, the mainstream 
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market perspective - which dates from the 1980’s – acknowledges the 
existence of cultural differences but either deems them ¨defeatable¨ (Levitt 
1983) or ¨avoidable¨ (Hofstede 1980). 
According to this dominant marketing worldview, culture is regarded 
mostly as a background factor which may affect the outcome of business 
transactions. The role of cultural understanding under this viewpoint would 
be to predict problems or potential misunderstandings resulting from 
diverse cultural backgrounds in marketing exchange relationships or in 
cross-cultural managerial interactions (Hofstede 1980; Levitt 1983; 
Askegaard et al. in Nakata 2009; The Economist Intelligence Unit 2012). 
The key issue at hand under this classic approach is therefore the level of 
standardization-adaptation considered optimum for each market and the 
unit of analysis is almost always the ¨nation-state¨. Culture is usually seen 
as a unitary and sometimes static variable, although occasionally reference 
is made to subcultures, generally in terms of ethnicity (Askegaard et al. in 
Nakata 2009: 127). 
Traditionally companies have prioritized expansion into countries with 
which they believe to be more compatible culturally, minimizing the risk of 
failure during the ¨learning curve¨ period. According to Ghemawat (cited in 
The Economist Intelligence Unit 2012), two countries sharing a common 
language trade 42% more than two comparable countries with no language 
connection, while countries formerly united by colonial bonds trade 188% 
more. Those sharing a common currency trade 114% more. 
However, competitive pressures and the pace of global expansion have 
rendered it necessary for companies to expand into what is deemed as 
‘more unfamiliar markets’, implying places where no common language, 
history or currency are at play. Studies measuring ‘cultural distances’ have 
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consequently become popular (Hofstede, 1980; Askegaard et al. in Nakata, 
2009). 
Contrary to this classic approach, this work will attempt to analyze 
consumer culture and the construction of a communal identity project 
(Arnould 2005) at shopping centers in different cities, yet without 
attempting to either measure or avoid those cultural differences. Instead, 
the goal here is to acknowledge the direct, two-way relationships between 
cultures and the marketplace. 
1.1.3. Leveraging opportunities in “unfamiliar markets” 
Emerging economies, and especially BRICS (Brazil, Russia, India, China 
and South Africa
3
), and more recently the so called ¨Next Seven¨
4
 
Argentina
5
, Egypt, Indonesia, Mexico, Turkey, Vietnam, have become the 
focus of business operations by various companies in different industries, 
including retail (Euromonitor 2010). In fact, according to the Economist 
Intelligence Unit, in 2010 the high-growth markets of Latin America, Asia, 
Eastern Europe, the Middle East and Africa together accounted for 45% of 
world GDP while in 1980 the same nations represented a mere 25% of 
world GDP.  
The same study reveals that GDP is likely to double for many of the high 
growth markets by 2020, in purchasing power parity terms. These same 
countries are about to become the largest recipients of the world’s imports. 
Latin America is the region with the overall best performance in the retail 
industry.  
                                                 
3
 South Africa was officially added to the BRICS framework in 2013. 
4
Now “Next Six” as South Africa joined the BRICS.. 
5
 The continuation of Argentina in this group is now being questioned due to the recent troubles 
in the country 
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The new upward push in the retail industry in these markets is propelled by 
the price of the commodities and a more stable macroeconomic 
environment, based largely on stronger institutions in several countries 
which warrant stability (with the exception of Argentina, Bolivia and 
Venezuela). According to this worldview, new trends in retailing are 
differentiated into three clusters: 
 The Emerging markets, and especially BRICs, showing both rental 
space growth and price increases;  
 Global gateway cities (NYC, London, Paris, etc.) showing price 
increases due to the shortage of prime locations;  
 Other regions, showing decline in both rental spaces with the 
closing of second class, unprofitable locations, and overall price declines 
(Cushman & Wakefield 2011; PWC 2012). 
Under this scenario, deeper knowledge of different markets, cultures and 
economic and political contexts is a significant competitive advantage. This 
is one area where substantial contribution to marketing practice can be 
made by going beyond Levitt (1980) and Hofstede (1983) as proposed by 
Askegaard et al. (in Nakata 2009) through the study of the ¨dynamic 
relationships between consumer actions, the marketplace and cultural 
meanings¨ (Arnould and Thompson 2005). 
In the post-2008 crisis era, the so-called ¨developed economies¨ are 
experiencing economic instability, unheard of for the newer generations, 
while some of the so-called ¨emerging economies¨ experience economic 
growth. A wide range of opportunities have opened up for the now more 
mobile young adults in these developing regions (in spite of some 
¨roadblocks¨ on the way). Factors like the increasingly rapid global flows 
which minimize the effects of national borders through the abundance of 
cultural encounters have propelled the interest in the processes of identity 
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construction both at the individual and group levels and on a global scale 
(Askegaard et al. in Nakata 2009).  
However, only limited insights on how cultural and symbolic underlying 
meanings affect the individual and group identity construction projects 
have originated from studies in LICs (Ustuner and Holt 2010). 
1.1.4. The shopping center industry 
From an economic standpoint, shopping centers provide a clustering of 
goods and services that is beneficial to investors and consumers (choice of 
brands, one-stop-shopping), and to society in general since it provides jobs, 
tax revenues and sometimes the rejuvenation or development of urban or 
suburban areas (ICSC 2008). The most prominent design of shopping 
center today is the ¨mall¨, defined by ICSC standards (2008) as ¨typically 
enclosed, climate controlled and lighted, flanked on one or both sides by 
storefronts and entrances¨.  
From a managerial standpoint, malls target a large proportion of the 
population, defined loosely as ¨blue collar and middle classes¨ (Dupuis et 
al. 2002) and several attempts to develop more ¨upscale¨ shopping centers 
are reported to have failed systematically in some western countries (USA, 
France), despite a favorable ¨geo-marketing analysis¨ (Ochs and Badot 
2010). However, in recent years, shopping centers all over the world have 
undergone significant changes in terms of format, types, functions and also 
a positioning and size ¨inflation¨, leading to more upscale and bigger 
shopping centers (Dennis 2005). 
Particularly, the shopping center industry in Brazil is booming and 
Shopping Iguatemi in São Paulo is the 5th highest location price in the 
Americas, the first one outside of the United States (Cushman & Wakefield 
2011). In fact, a recent study demonstrated that Brazilians visit shopping 
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centers on average 3.9 times a month, with the upper classes demonstrating 
even more frequent visits (IBOPE 2013). This is significantly higher than 
the North American average of 2.9 visits per month (JC Decaux 2013 in 
Cushman & Wakefield, 2011). 
As for Europe, England’s shopping center industry in has received great 
attention over the last few years, propelled by the transformations that took 
place in the Greater London area in preparation for the 2012 Olympics. 
Shopping centers represent today over 28% of total sales in the country (the 
Economist, 2012). Many analysts have seen these transformations as 
attempts to counterbalance the effect of the 2008 economic crisis. 
However, very little research has been carried out to analyze how these 
changes have affected consumer identity construction projects (Arnould 
and Thompson, 2005). 
Shopping centers as places of multiple functions 
Despite the differences in market development, expansion and different 
industry structures, shopping centers everywhere in the world perform 
today a wide variety of functions that go beyond their obvious commercial 
goal. According to Firat and Venkatesh (1993: 233), shopping centers are 
¨not only centers of shopping, but highly organized social spaces for 
entertainment, interaction, and other types of consumer excitement¨. They 
are seen as spaces that try to simulate the ideal modern town, one without 
pollution, traffic jams, crime and parking problems (Ferreira Freitas, 1996). 
They are no longer mere ¨buying destinations¨ and can be viewed as ¨tracts 
to stroll as you shop, and to shop while you stroll¨ (Farrag et al. 2010: 97 ) 
in a controlled environment, giving consumers a feeling of safeness (Abaza 
2001; Bauman 1996). Many researchers sustain that shopping centers all 
over the world are in fact ¨returning to their origins¨ and perform today 
very similar functions as those performed by the ancient Greek Agora or 
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the Forum in Roman times, a place where goods, services, currency and 
experiences are exchanged, a place for socialization (Gruen and Smith, 
1960; Adburgham, 1979; Csaba and Askegaard, 1999; Finn et al. 1994; 
Ferreira-Freitas, 1996; Filser, 2010; Farrag et al, 2010). 
Contemporary shopping centers are reallocating space from ¨traditional 
retailing¨ to leisure and entertainment: from an average of 5% of the 
surface a decade ago, these activities now take up to 15-20% of the floor 
space in Europe to as much as 25% in the US. More changes are expected 
to come as other activities, such as medical services, may be a new trend in 
the industry (ICSC 2013). 
1.1.5. Addressing the Empirical Gap 
This work addresses a series of empirical gaps in consumer culture 
literature: (1). Gaps in research on consumption as a coping mechanism 
under economic and social turmoil; (2) Gaps in research on consumption in 
LIC’s; (3) Gaps in research on status consumption. The following sections 
address these gaps. 
1.1.5.1. Gaps in research on consumption as a coping mechanism 
under economic and social turmoil 
Consumer Culture Theory research has focused primarily on North 
American, and Western European contexts although increasingly work has 
been done in developing economies, especially in Asian, African and 
Eastern European environments (e.g. Arnould 1989; Ferreira-Freitas 1996; 
Bonsu and Belk 2003; Ustuner and Holt 2007, 2010; Farrag et al 2010; 
Khare 2010; Ulvner-Sneistrup and Ostberg 2011; Varman and Belk 2012). 
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Nevertheless, although significant research on different aspects of 
consumption has been carried out in developed markets, very little effort 
has been put in understanding the role of consumption in coping 
mechanisms in larger middle class and blue collar groups facing socio-
economic instability, sometimes for the first time, as is the case in Europe 
currently. In fact, previous research in developed economies generally 
addressed small groups within society facing adversity due to individual 
and circumscribed situations (for instance, loss of economic solvency due 
to personal debt) yet rarely when instability is generalized across larger 
groups.  
Ulvner-Sneistrup and Ostberg (2011) assert that the term nouveux pauvres 
has been applied to three groups of people: (1) the marginalized citizens in 
modern welfare societies; (2) the middle classes who come to feel poor by 
comparing themselves to wealthier citizens: and (3) people who engage in 
credit-paid indulgence in spite of not being able to afford it.  
This research concerns itself with the latter two types of consumers, middle 
class and blue collar citizens engaging in a consumption filled lifestyle 
(Baudrillard 1984) as a means of identity construction in today’s liquid 
social structures (Bauman 2000). By doing so, it contributes significantly to 
the body of work by combining findings from developed economies and 
LIC’s regarding coping mechanisms in large blue collar and middle-class 
groups. 
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1.1.5.2. Gaps in research on consumption in LIC’s
6
 
Concurrently, Varman and Belk (2012) argue that little research has gone 
into understanding consumer identities and transitioning retail 
servicescapes of the Third World. According to them, most prior work on 
shopping centers has focused mainly on affluent cultures of the West
7
 (see 
Csaba & Askegaard 1999; Kowinski 2002; Lehtonen & Mäenpää 1997) 
and claim the emphasis of mall management in the developed world is on 
safety and exclusion of ‘undesirables’ - the poor, beggars, criminals, and 
most non-shoppers - (Kowinski 2002; Miller 2001; Zukin 2004 in Varman 
and Belk 2012). 
The authors add that even in the few studies of malls in post-colonial 
spaces (e.g. Abaza 2001), the post-colonial aspects of these malls are not 
recognized and the focus of the research is on what they call “the 
postmodern aspects of these spaces” - their theatrical and hyperreal 
environments. 
For these authors, window shopping and browsing are considered 
recreational activities in the developed world considering that visitors can 
aspire to buy the goods on display (e.g. Bloch, Ridgeway, & Dawson 1994; 
Bloch, Ridgeway, & Nelson 1991; Bloch, Ridgeway, & Sherrel 1989). 
However, they sustain that the outcomes of these displays of economic 
solvency are different when transferred to Less Industrialized Countries 
(LIC’s) and that there is still substantial potential for contribution to the 
body of research in these markets considering the overall growing global 
                                                 
6
 LIC is an acronym for Less Industrialized Country 
7
 The term “the West” is applied in most research to mean North America and Europe, although 
formally Central and South America and part of Africa are also in the western hemisphere. 
Neverthless, it has been applied largely as a proxy ofr industrialized and economically 
developed countries, being used to refer for instance to Australia. 
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interest in their potential (see Arnould and Thompson 2005, Arnould et al. 
2013; Askegaard and Linnet 2011; Askegaard and Scott 2013).  
Particularly, in spite of the incipience of a CCT-friendly group of 
researchers interested in and emanating from Latin America, the region 
continues to be a largely unexplored domain in the CCT literature. One 
possible explanation for this fact is that journal editors and reviewers are 
still biased towards western
8
 subjectivities in terms of consumption 
research and frequently pose the dreaded “so what?” question when faced 
with differing and novel contexts.  
Another factor could be that, contrary to other emerging economies like 
India and South Africa, French was the second language traditionally 
taught to the intellectual elite in Latin America until the 1970’s. As English 
has since become the predominant language in academia, as reflected by 
journal impact factors and business school rankings, not being proficient in 
English is a clear handicap for the more senior researchers in these regions.  
1.1.5.3. Gaps in research on status consumption 
Understanding how status consumption works in LICs is paramount for 
companies nowadays due to the rapid rise of a “new consumer” class in 
these markets (Myers and Kent 2004, cited by Ustuner and Holt 2010). In 
fact, this incipient global class has growing discretionary purchasing power 
and is thus able to pursue a consumption-focused lifestyle, much like their 
developed country counterparts, and is becoming the most prized target of 
multinational companies, as they seek growth opportunities beyond 
saturated mature markets (Ustuner and Holt 2010: 37).  
                                                 
8
 Again applied by the authors to mean North American and Western European. 
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In particular, albeit recent turmoil, Brazil has been of distinctive interest to 
a variety of industries after the economic stabilization of the last decade 
and yet it is largely underrepresented in consumer culture literature. With 
growing middle and upper classes with an appetite for the consumption of 
luxury goods
9
, Brazil – as well as other Less Industrialized Countries 
(LICs) - has become a fertile ground for understanding status consumption. 
In fact, the topic has been discussed extensively in practitioner literature, 
nevertheless generally from a firm-centric perspective and usually based on 
quantitative findings, although on occasion some qualitative research has 
been carried out (IPSOS 2010).  
To that effect, Holt and Ustuner (2010) called for more culturally 
embedded research on status consumption in LICs. They claimed that 
although status consumption has been discussed extensively (Bourdieu 
1984; Lamont 1992; Simmel 1904, 1957; Veblen 1899, 1970), this research 
stream bared a fundamental limitation since key empirical studies had 
focused on consumption patterns in Europe and the United States to frame 
a theory that is inadequately suggested to be universal (page 37). 
In fact, findings from studies carried out in LIC’s have aided in 
understanding consumption patterns in developed economies, especially in 
moments of social and economic change. Alternating periods of crisis with 
accelerated economic development, these countries provide ideal 
environments to study changes in consumption patterns and cultural 
evolution. Appadurai, Bhabha and Holt, to name a few, have made 
significant contributions to the literature in that sense.  
                                                 
9 Although there is no consensus in the definition of luxury (Heine, 2012), there is consensus 
that it is a relative concept. According to Mortelmans (2005), it is a sign-value that 
distinguishes one person from the next. Once an object plays a hierarchical role in intragroup or 
intergroup processes, this consumption sign takes the form of a luxury item. This definition 
implies that even local brands can attain the significance of luxury. This is the definition that 
will be applied throughout this work.  
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1.2. Theoretical Background of the research 
A primary purpose of this work will be to analyze the relationship between 
the shopping and consuming activities occurring within shopping centers in 
different cities and the construction of communal identity projects within 
these retail spaces (Arnould 2005). It will, at the same time, recognize the 
similarities and differences in the contexts in which these experiences take 
place and the contextual effects on the process (Askegaard and Linnet 
2011:96).  
Additionally, this research will attempt to understand firm responses in 
terms of business models and positioning through the creation of operand 
and operant resources (Constantin and Lusch 1994; Csaba and Askegaard 
1999; Vargo and Lusch 2004, Arnould 2005; Arnould et al. in Lusch and 
Vargo 2006; Badot and Lemoine 2008).  
The following sections will provide a brief overview of the key theoretical 
concepts on which this research project was based. Given that this research 
follows a phenomenological inductive posture, the object of the research is 
defined and redefined throughout the research process and the iteration 
between literature review, fieldwork and analysis aids in shaping the final 
design of the research (Arnould and Thompson 2005).  
The literature review presented here is organized thematically. Although 
some of the works referenced in the following sections are rather recent 
and in some cases had not been published at the beginning of this research 
project, they were incorporated though this iteration process and are 
included in this section for structuring and clarity purposes.  
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The first section displays a review of the literature on shopping centers and 
the following segments continue with an articulation of key existing 
research concepts on retailing and related topics that were deemed relevant 
for this work. Seminal works on each of the key relevant themes for this 
research are portrayed in the highlighted portion of the following figure: 
 
Figure 1 - : Literature review 
1.2.1. Shopping Center Management literature in retrospect 
Research in the social sciences generally assumes that commercial settings 
are impersonal non-places, portraying malls and chain stores as nonplaces, 
too large and standardized to be able to offer significant social and 
psychological interaction (Augé 1995). Nevertheless, operators have made 
consistent efforts to “reenchant commercial settings” by providing 
enjoyable, extraordinary, and meaningful experiences and social interaction 
(Csaba and Askegaard 1999; Kozinets et al. 2002), providing a stage for co-
created meanings (Carù and Cova 2007; Sherry 1998) and spectacular 
experiences.  
Consumer research has consistently shown that commercial places can in 
fact lead to emotional and symbolic meanings (Aubert-Gamet and Cova 
(1999) and solid emotional links are created with commercial places (see for 
instance O’Guinn and Belk 1989; Maclaran and Brown 2005; Sandikci and 
Holt 1998; Borghini et al. 2009; Kozinets et al. 2002; McAlexander, 
Schouten, and Koenig 2002). 
1.2.1.1. Shopping Center Research in retrospect 
Eppli and Benjamin (1994) did a thorough review of Shopping Center 
Research until the early 1990’s and specified four different theoretical 
foundations which were prominent at that time: (1) central place theory 
(focusing on the attractiveness of one-stop shopping trips);(2) homogeneous 
retailer agglomeration (focusing on the attractiveness of homogeneous retail 
agglomerations); (3) shopping center demand externalities (focusing on 
anchor store attractiveness and its effect on non-anchor tenants; and (4) 
shopping center valuation (focusing on models to estimate current and future 
cash flows. 
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All these foundational research approaches were based on a retail state 
development model and a firm centric view of shopping centers. 
Nevertheless, the authors anticipated the metamorphosis of shopping center 
models to accommodate “an ever-increasing diversity of human behavior” 
(Eppli and Benjamin 1994:24) 
1.2.1.2  The paradigms in Shopping Center Management 
Since its creation, the format of the shopping center
10
 has largely evolved, 
not only in terms of physical characteristics (size, architecture, etc.) but also 
in terms of its operation, management and expansion strategies (Dennis 
2005). According to Ochs and Badot (2010), four major paradigms that have 
emerged successively account for the format that most shopping centers 
have today: the real estate paradigm, the geographical paradigm, the 
marketing paradigm and the experiential paradigm. 
The real estate paradigm, under which the first modern shopping centers 
were built, understood shopping centers as land and financial assets. 
Management of shopping centers under this definition acted based on a 
¨property management logic¨ rather than based on the expectations of 
consumers (Howard 1997). 
The geographical paradigm, which succeeded the real state paradigm, started 
to consider location, demographics and spatial factors within the shopping 
center as the most important factors in shopping center management. These 
were called ¨gravitational¨ approaches (Feinberg 1991; Stoltman et al. 1991).  
  
                                                 
10
 See section 1.3 for the definition and a thourough description of the concept of “shopping 
center”. 
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However, with the increase in competition between shopping centers - 
associated with a higher mobility of consumers - researchers in the 1980s 
begun to contemplate other factors such as average ticket, zoning and 
intrinsic characteristics of the shopping center as determinants of the 
consumer attendance rates and the success versus failure of shopping 
centers. Badot and Ochs (2010) defined this period as the marketing 
paradigm. 
Shopping center operators eventually abandoned a purely utilitarian 
approach of the consumer and started to consider more subjective variables 
that could intervene in the choice of visiting a shopping center, such as the 
influence of image on the performance of the shopping center (Nevin and 
Houston 1980; Howell and Rogers 1981; Eppli and Benjamin 1994; Finn 
and Louvière 1996). Ultimately, the concept of ¨browsing¨
11
 gained more 
relevance and commercial spaces begun to be seen as a places of recreation 
and socialization (Bloch et al. 1994).  
With the consumer at the center of the research paradigm in retailing, social 
or sensory experiences are now considered key factors in shopping center 
management (Hetzel 1997; Sandikci and Holt 1998; Andrieu et al. 2004; 
Ochs 2006). Under this more recent paradigm shopping centers were not 
only managed as a product or a brand but are also understood as a part of the 
consumer’s life.  
This movement suggests that although not always systematically – or at least 
at different rhythms - shopping center operators have begun to take into 
account the micro cultural context at play. Badot and Ochs (2010) define this 
period as the experiential or entertainment paradigm. This is where most of 
the CCT related research into shopping centers inserts itself. 
                                                 
11
 Browsing was defined by Bloch and Richins (1983:389) as the ¨inspection of products in 
store, for informational or recreational purposes without specific intent to purchase¨. 
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1.2.2. Commercial spaces as social places 
Commercial space is thus considered as a place for experimentation, 
appropriation, self-expression or even relaxation with multiple functions - 
cultural, symbolic and religious - facilitating the exchange of goods, 
services, currency and experiences (Dupuis et al. 2002). Furthermore, 
several researchers suggest that retail spaces are cultural resources through 
which consumers construct their identities (e.g. Arnould 2005; Hollenbeck, 
Peters, & Zinkham 2008; Kozinets et al. 2002 in Varman and Belk 2012). 
According to Firat and Venkatesh (1993: 233), shopping centers are ¨not 
only centers of shopping, but highly organized social spaces for 
entertainment, interaction, and other types of consumer excitement¨. They 
are seen as postmodern spaces that try to simulate the ideal modern town, 
one without pollution, traffic jams, crime and parking problems.  
Common spaces are often places where people want to see and be seen. For 
this reason, many researchers sustain that shopping centers all over the world 
are in fact ¨returning to their origins¨ and perform today very similar 
functions as those performed by the ancient Greek Agora or the Forum in 
Roman times, a place where goods, services, currency and experiences are 
exchanged, a place for socialization (Gruen and Smith 1960; Adburgham 
1979; Csaba and Askegaard 1999; Finn et al. 1994; Ferreira-Freitas 1996; 
Filser 2010). 
Shopping malls have been viewed as places for tribal socialization (Cova 
1997; Goulding et al. 2009; Canniford 2011). They are places where actors 
can exercise active play with marketplace resources although members often 
have conflicting goals (Cova et al. 2007).  
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Under this new paradigm, shopping centers in various parts of the world 
have recently undertaken significant changes in terms of format, types and 
functions in an effort to adapt to a changing environment, sometimes leading 
to a positioning and size “inflation” (Dennis 2005). This movement 
represents a mutation from the format of the “modern mall” to what some 
authors call the “postmodern mall” of spectacles, carnival, and dreamworlds 
(Belk & Bryce 1993; Gottdiener 1997; Sandikci & Holt 1998 in Varman and 
Belk 2012). 
According to Varman and Belk (2012), the reflective surfaces of steel, glass, 
chrome, plastic, and mirrors “serve to double and redouble images of 
plenitude, adding further to the cornucopian image of abundance” an effect 
that has been called Kaleidoscopic by Baudrillard (1988) and compared to 
television by Kowinski (2002). The resulting atmosphere “is designed not 
just to give the general impression of sparkle and plenitude, which seems to 
endow commodities with a magical inner life of their own; but, more 
importantly, it is designed to enhance this power and pleasure of looking” 
(Fiske, Hodge, & Turner 1987, p. 98, cited By Belk and Bryce 1993). 
1.2.3. Shopping and consumer experiences in consumer culture research 
The term ¨experience¨ has different meanings in the different fields of social 
science and can be seen as objective or subjective in nature therefore leading 
to different methodological approaches. For interpretive researchers
12
, 
experiences are seen as subjective and therefore need to be observed and 
interpreted in context (Carù and Cova 2003; Askegaard and Linnet 2011; 
Schmitt and Zarantonello 2013).  
  
                                                 
12
 See section 1.4 for a description of the epistemological positioning of this work. 
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For Kierkegaard (2009), experiences are subjective interpretations of 
phenomena, which are true for one particular individual, although not 
necessarily true for others. Sociologists, on the other hand, see it as a means 
of constructing and representing reality, a process that is sometimes seen as a 
collective (Moscovici 1988) and sometimes individualistic (Richardson 
1999). Anthropologists and ethnologists agree that experiences are group 
based and believe they are tied to traditions and rituals (Turner and Bruner 
2004). 
1.2.4. Symbolic processes and meaning transference 
While advertising transfers meaning from the culturally constituted world to 
goods, rituals transfer meaning from goods to consumers (McCracken 1986). 
Rituals are meaningful symbolic processes constituted by a series of 
behaviors occurring in a fixed sequence. They tend to be recurrent and to be 
accompanied by formality. They are often associated with the consumption 
or the use of objects that are related to the conduct forming the basis of the 
ritual (McCracken 1986; Munn 1973; Turner 1969; Rook 1985). 
A canvassing of the growing body of research on shopping and consumer 
experiences suggests that interest on the subject grew significantly after the 
publication of Douglas and Isherwood’s (1979) seminal work “The World of 
Goods - Towards and anthropology of consumption”. In this work, the 
authors claimed that consumption is a group behavior rather than an 
individualistic conduct.  
The authors further sustained that while economists believe that consumers 
acquire goods and services for personal or psychological, generally 
utilitarian and individualistic, reasons, anthropologists believe that goods 
and services are purchased to fulfill social obligations and thus have a 
symbolic dimension and a key role in the construction of social relations. 
This view is coherent with the sociological understanding of consumption, 
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especially works emerging in the 1980’s and specifically Bourdieu’s (1979) 
view of social distinction and cultural capital
13
. 
1.2.5. Experiential Consumption and shopping experiences 
The concept of experiential consumption was firmly established in the field 
of consumer research by Holbrook and Hirschman (1982). It has since 
evolved considerably, having been adopted with varying levels of support 
and diverging yet complementary interpretations by researchers with 
sometimes conflicting methodological positions.  
Holt (1995) advocates that the role of consumption in community life goes 
well beyond the utilitarian function of goods and services by stating that 
shopping behavior encompasses at least four dimensions: experience 
(consumer’s subjective and emotional reactions to consumption objects), 
integration (acquisition and manipulation of object meanings), classification 
(how consumers structure meaning and are classified by it) and play 
(understanding the acquisition and manipulation of objects as a mediating 
resource to the interaction with fellow consumers).  
These consumer interactions with marketing objects that result in 
consumption experiences have been structured into four phases (Arnould et 
al. 2002): (1) anticipated consumption; (2) purchase experience; (3) 
consumption experience; and (4) remembered consumption. Consumption 
experiences consequently involve a series of feelings displayed in a variety 
of activities, ranging from routine or automated purchase (Prus and Dawson 
1991), to hedonic consumption (Firat and Venkatesh 1995), to status 
consumption (e.g. Bourdieu 1984; Lamont 1992, Simmel 1957), and to the 
theatrical spectacle of shopping places (Belk and Bryce 1993).  
                                                 
13
 See section 1.2.6 for a more detailed descrition of Bourdieu’s work on this topic. 
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Consumers would therefore select specific products or services not only for 
their utilitarian function but also as symbolic indicators of their consumption 
behavior. These purchases would portray a style and an identity and would 
in fact be part of a larger purchasing experience involving all senses 
(Schmitt 1999; Schmitt 2003; Gentille et al. 2007). Although the world is 
primarily accessed thought the body (Joy and Sherry 2003), the perception 
of consumption experiences would be closely linked with imagination since 
part of the process occurs in the mind and is thus both a physiological and 
intellectual activity (Schmitt 1999; Joy and Sherry 2003: 278). 
The term experiential consumption currently refers generically to how the 
consumer interacts with multiple factors, such as products, services, brands, 
cultural meanings and with other consumers both in online and off-line 
environments. In fact, Pine and Gilmore (1999) sustained that in the 21st 
century many developed economies are entering the Experience Economy. 
Under this new economic stage, businesses would perform remarkable 
experiences which would have an entertaining and educational goal rather 
than fulfill a functional and utilitarian objective as the one proposed by 
Kotler (1983). 
In their critical review of experiential marketing, although Schmitt and 
Zarantonello (2013) agree that one of the central ideas of experiential 
marketing is that value does not exist solely on the object of purchase itself 
(and its utilitarian and functional benefits), but also in the hedonic and 
experiential components surrounding the consumption experience (page 26), 
they question whether in fact many societies have entered the Experience 
Economy as sustained by Pine and Gilmore (1999), since products and 
services still account for the majority of economic value. They conclude that 
while understanding consumers and consumption experiences is one of the 
key tasks of marketing management, experiential value actually resides in 
the marketing of products and services. 
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Schmitt and Zarantonello (2013) go on to describe five areas of marketing 
research on experience: (1) consumer experience (Arnould et al. 2002), the 
broadest of all five areas, focusing on consumer interactions with marketing 
objects which result on experiences; (2) product and service experience, 
focusing on the interaction of the consumer specifically with the product and 
service and how its design, aesthetics and technology affect consumer 
responses, before or after the purchase (Honea and Horsky 2012); (3) offline 
and online experiences, emanating from Kotler’s (1973) work on 
atmospherics but nowadays involving broader aspects of the interaction such 
as identity construction (Darmody and Kedzior 2009); (4) consumption 
experiences (Hirschman and Holbrook, 1986), focusing on the emotional or 
¨hedonic¨ aspects of consumption; (5) brand experience (Kapferer 2008; 
Brakus et al. 2009), focusing on the consumer responses evoked by brand-
related stimuli. 
Most studies on shopping behavior, however, understand ¨consumer 
experience¨, as an extreme hedonism-driven experience, with a peak 
emotional response. Carù and Cova (2003) criticize this approach. They 
argue that peak - or extreme - experience accounts for only a small portion 
of what consumers are usually searching for through consumption. They 
sustain that most often consumers are looking for small everyday 
gratifications related to valuing quality, aesthetic superiority, simplicity of 
product usage, as well as sharing the symbolic and functional benefits of the 
product with their community. 
According to Urry (1995), in the consumption of spaces the visual 
component is paramount. The concepts of the “flaneur” and the “badaud” 
(Benjamin 2002) and more recently the tourist “gaze” (Lash and Urry 1994) 
are examples of the importance of the experience of seeing and being seen is 
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in specific public spaces for the construction of individual and group 
identities
14
. Consumption spaces are in fact mediums for emotional 
experiences where the atmosphere, the ambience can be consumed as well as 
consumer dreams, desires, ideologies and identities. 
While the words shopping and buying are sometimes used interchangeably 
in the literature, many authors in fact acknowledge a differentiation between 
the activities of shopping and buying. Buying would aim primarily at 
fulfilling a need with a product or service and privilege the price-
performance relationship, while shopping would usually encompass a 
somewhat flexible budget, some amount of free time and ¨a certain 
aimlessness¨ (Tsai 2010: 322).  
In summary, buying would be primarily associated with the utilitarian and 
functional attributes of the purchase, while shopping would involve a more 
significant experiential component. This is the interpretation of shopping and 
buying that will be applied in this work. 
1.2.6.  Consumer fanaticism and desire 
According to Belk and Askegaard (2003), there is a significant difference in 
tone between a desire and a need as a desire is uncontrollable while a need is 
planned for: “Needs are anticipated, controlled, denied, postponed, 
prioritized, planned for, addressed, satisfied, fulfilled, and gratified through 
logical instrumental processes. Desires, on the other hand, are overpowering; 
something we give in to; something that takes control of us and totally 
dominates our thoughts, feelings, and actions¨.  
                                                 
14
 Benjamin (2002) defined the ¨flaneur¨ as the individualistic stroller, a spectator who rejoices 
at observing the crowd while retaining its own individuality, while the ¨badaud¨, the gawker, 
who would disappear into the crowd, unable to maintain differentiating traits. The tourist 
¨gaze¨, which is defined by Lash and Urry (1994) as the search and consumption of experiences 
which are not encountered in everyday life. 
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They sustain that consumer desire is a passion built on consumption 
fantasies –or myths- and the consumer´s sociological context. This would be 
the arena where marketing tools and techniques work toward the 
¨enchantment of consumers¨, with marketers acting as ¨sorcerers” in a 
magical experience, complete with rites and formulas. Under this 
interpretation, consumers would act as ¨sorcerer´s apprentices¨, as they are 
willing to participate in the experience (Arnould and Price, 1993; Firat and 
Venkatesh 1995, cited by Belk and Askegaard, 2003). 
Fanaticism is defined by Chung et al (2008) as a beyond the ordinary 
devotion to an object, consisting of passion, intimacy, and commitment to it. 
Fanatics tend to insist clear of logic that their ideas are the correct ones, even 
when there are strong arguments in the contrary, with extreme enthusiasm to 
the point where it is sometimes considered excessive (Perkinson 2002 
Passmore, 2003, cited by Chung et al., 2008). 
This phenomenon has been widely studied (Belk and Tumbat 2005; Ahuvia 
2005; Belk 2004; Belk, Ger and Askegaard 2003; Brown, Kozinets and 
Sherry 2003; Celsi, Rose and Leigh 1993; Celsi 1992; Kozinets 2001; 
Kozinets 1997; McAlexander, Schouten and Koenig 2002; Muñiz and 
O’Guinn 2001; Schouten and McAlexander 1995; Thompson and Troester 
2002, Bristow and Sebastian 2001; Cova and Cova 2002; Funk and James 
2001; McAlexander et al. 2002; Muñiz and O’Guinn 2001; Oliver 1999; 
Redden and Steiner 2000, Belk, Wallendorf and Sherry 1989; Belk, 
Wallendorf, Sherry, Holbrook and Roberts 1988.) and fanaticism is viewed 
as a particular type of loyalty defined by solid, powerful and severe levels of 
dedication and emotional attachment, sometimes bordering dangerous levels. 
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Fanatics can the very effective brand enthusiasts, spreading word-of-mouth 
and acting as brand ambassadors, helping create desire in other consumer 
groups. Alternatively, they can also cause negative effects on the brand in 
case they feel betrayed by it, usually due to changes in brand identity.  
1.2.7. Toward a service dominant logic (SDL) and the co-creation of 
consumer experiences 
As the relevance of the concept to “consuming experience” grew in 
importance, complementary frameworks developed. Vargo and Lusch (2004) 
suggested that the focus of marketing management was shifting from the 
manufacturing of tangibles to the exchange of intangibles, and therefore a 
more appropriate logic would be services-based rather than the traditional 
goods-centered paradigm. 
This is true for any industry and particularly for retail, where operand and 
operant resources work together continuously through the interaction of 
producers and consumers (Constantin and Lusch 1994; Vargo and Lusch 
2004a; Arnould 2005; Arnould et al. in Lusch and Vargo 2006). Arnould 
(2005) concurs with the importance of the complementarity between 
management produced and consumer generated resources and argues that 
retailing innovation resides in the managerial ability to understand and 
contribute to consumers cultural projects. However, he prefers to 
conceptualize retailers as resource purveyors rather than orchestrators. The 
following sections discuss some of these complementary frameworks. 
Servicescapes, Consumptionscapes and the co-creation of experiences 
The concept of ¨servicescape¨ is defined by Bitner (1992), as the manmade, 
physical surroundings in service organizations that affect consumers and 
employees both at the individual and group levels and is central to shopping 
center management under the experiential paradigm (Ochs and Badot 2010). 
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Bitner sustains that ¨servicescapes¨ can be designed to stimulate certain 
types of behaviors and discourage others (Bitner 1992) and establishes a 
framework of analysis including three dimensions: environmental, holistic 
and internal responses/ behaviors.  
She further suggests that service organizations are therefore capable of 
anticipating consumer behavior and are thus able to make adjustments in 
order to achieve certain goals. A point of sale must therefore carefully plan 
its image and personality, since each personality attracts a different type of 
consumer.  
For instance, storytelling is a tool that has been used frequently in order to 
construct enriching experiences (Holt 2003; Cordiner 2011). The creation of 
a ¨story¨ within a commercial space through the development of specific 
servicescapes aids in this process and encompasses all the dimensions 
mentioned by Bitner (1992). 
In effect, Holt (2004) agrees that firms have the ability to intervene in 
consumer decision making through the implementation of tactics based on a 
deeper cultural understanding and on the complementarity of firm centered 
and consumer created resources. 
To that effect, the term ¨consumptionscape¨ refers to the transformation of a 
servicescape by the actions of consumers to achieve their own purposes 
(Aubert-Gamet and Cova 1997; Ger and Belk 1996). In this process, 
consumers embrace and in turn affect the servicescape in the construction of 
personal experiences that match their life themes and schemes, associated 
with culturally embedded rituals and meanings (Arnould and Price 1993; 
Schmitt 2003; Sherry 1998).  
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According to Arnould (2005), A Consumer Culture Theory (CCT) viewpoint 
portrays the underlying social and cultural contexts driving retail patronage 
and purchase behavior and the numerous causal factors guiding the purchase 
decision making process. A CCT-based approach to retailing views 
consumers as resource integrators, striving to account for co-creation, 
namely, how consumers deploy their own cultural resources, aided by 
retailer provided resources, to accomplish the pursuit of their personal 
identity and communal projects¨ (page 89).  
Marketing discourse has indeed highlighted the self-governing characteristic 
of the consumer and as a result has placed responsibility on the producer to 
react to consumer needs for decades (Drucker 1950; Levy 1959; Levitt 1975; 
1983). Accordingly, Beckett (2012) claims that the relationship between 
commercial rationality and individual subjectivity has been central in 
discussions of consumption and its role in contemporary society (du Gay 
2004a). He sustains that one of the key facets of these discussions is the 
tension in the power relationships between consumers and producers. 
Nevertheless, the concepts of ¨value creation¨ (Prahalad and Ramaswamy 
2004) and ¨collaborative marketing¨ (Peppers and Rogers 1993) suggested 
that rather than passively reacting to consumer needs, marketers were in fact 
facilitators of consumer sovereignty,  ¨framing and anticipating consumer 
agency¨ instead of attempting to control it (Arvidsson 2004, in Beckett 2012: 
page 1). Marketing’s role would therefore be one of creating bonds between 
producer and consumer through interaction, thus raising levels of loyalty and 
ultimately profitability (Gronroos 2004).  
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Arguably, the barriers between consumers and producers would be gradually 
eliminated by these interactions. This implies that producers would be 
increasingly yielding power to highly informed and articulate consumers 
(Peppers and Rogers 1993; Prahalad and Ramaswamy 2004; Firat and 
Dholakia 2006). 
A co-creation perspective is one in which consumers become co-producers 
rather than targets of managerial efforts (Vargo and Lusch 2006). In the era 
of co-creation (Prahalad and Ramaswamy 2000) , consumer experiences 
should be viewed as a product of these interactions and consumers’ central 
role in the creation of these experiences calls for further consumer centric 
research. Only by understanding these relationships would management be 
able to mediate in the outcome of these co-driven experiences. 
1.2.8. Conceptualizing culture and subcultures of consumption 
Culture can be defined in various ways and although there is not much 
consensus about a single definition, it is generally agreed that it affects what 
people do in society and that it involves the distribution of information – or 
knowledge transfer – between groups. It encompasses a set of shared values, 
beliefs, attitudes, and certain normative or expected patterns of behavior that 
are not genetically inherited but are passed along individuals (Hall 1976; 
Carley 1991; Mulholland 1991). 
The treatment of culture in mainstream marketing literature has varied 
throughout the years but two major currents dating from the 1980’s can be 
clearly outlined (Askegaard et al. in Nakata 2009). On one side is Levitt’s 
(1983) concept that although cultural differences exist, they can be overcome 
by technology. He claims that product attributes unrelated to culture such as 
price and quality, combined with consumer desire to participate in the 
¨modern world¨ would eventually lead to standardized products (page 93).  
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On the other side of the spectrum is Hofstede’s (1980) work on national 
culture and his argument that it affects business relationships which was 
developed under an experientialist paradigm. Hofstede work is based on 
extensive experimental research and it describes culture as ¨the collective 
programming of the mind which distinguishes the members of one group 
from another¨ (pages 21-23). He sustains that it evolves as it is transmitted 
and assimilated throughout history and implies limited – or at least slow - 
change over time.  
Over the years Hofstede’s framework has become the leading cultural 
paradigm in business studies (Nakata 2009) and several authors have worked 
along the same lines, equating ¨cultural comparison with a measurement of 
¨cultural distances¨. Epstein and Axtell (1996) suggest that culture 
transmission can be both vertical (through generations) and horizontal 
(between agents at the same point in time) while Axelrod (1997) considers 
that culture is subject to social influence, it is ¨mutant¨ in nature and changes 
through interaction. 
However, with globalization driving increasing cultural interpenetration, 
migration and multiculturalism, the use of nations as proxies for cultures has 
been severely called into question and Askegaard et al. (in Nakata 2009: 
112) suggest a ¨choice of cultural profile¨ rather than an unconscious 
¨collective programing¨ as proposed by Hofstede (1980). They sustain that 
culture is not a static concept and is better understood as a ¨organized 
network of systematic diversity of principles of action and understanding¨. 
Working from an interpretivist point of view, they sustain that it is 
reflexively negotiated on a continuous basis as a result of globalization 
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processes and the increasing multilayeredness of commercialized cultural 
content (page 112)
15
. 
This is similar to the view of culture applied in sociology. Bourdieu (1979) 
developed the concepts of ¨habitus¨ and ¨Cultural Capital¨. He proposes that 
the ¨habitus¨ is the structuring force that drives the individual agents to both 
influence and be influenced by the overall system.  
Through systems of practices which include both intentional and 
unintentional behaviors, individuals capture a position in a 
¨multidimensional social space¨ while interpreting the world in a certain 
way. He argues that several types of capital are at play in social spaces: 
economic (property), social (social relations) and cultural capital, with 
symbolic capital (prestige, honor) acting as a crucial source of power.  
According to him, economic capital is the source of all other types of capital, 
but that there are costs associated with the transformation of one type of 
capital into another. For Bourdieu (1979), ¨cultural capital¨ can take three 
forms: 
In the embodied state - or ¨cultivation¨ - it presumes an effort of assimilation 
and is time.-consuming. This type of cultural capital cannot be transferred 
instantaneously by gift or legacy, purchase or exchange (contrary to money 
and property rights) and therefore cannot be accumulated beyond the 
capabilities of an individual agent. It is tied permanently to the bearer (dies 
with the agent), unless it can be transferred within a group through a process 
of acculturation or knowledge transfer. 
  
                                                 
15
 See section 1.4. for the epistemological positioning of this work. 
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In the objectified state, it takes the shape of ¨cultural goods¨ - such as 
pictures, and books. Under this form it can be more easily transmissible in its 
material form. Nevertheless physical property of a cultural good does not 
imply the ability to use or apply the good (e.g. a library of foreign language 
books can be physically transmitted from one generation to the next, yet the 
ability to read those books is intrinsic to the agents involved and 
consequently implies knowledge transfer). 
In the ¨institutionalized state¨, represented by academic qualifications, it is 
also intrinsic to the agents involved, which also implies knowledge transfer, 
although not necessarily within a kinship group. 
McCracken (1986) sustains that cultural meaning in a consumer society 
transfers incessantly among agents. He claims that ¨In the usual trajectory, 
cultural meaning moves first from the culturally constituted world to 
consumer goods and then from these goods to the individual consumer. He 
sustains that several instruments are responsible for this movement: 
advertising, the fashion system, and … consumption rituals (page 71) ¨. 
Subcultures of consumption are groups of individuals who relate to brands, 
products and consumption activities in a similar way and through those 
establish social relationships. They are omnipresent in society and provide 
gratifying leisure activities while permitting group members to factor in their 
subcultural membership into their self-definition (Schouten and 
McAlexander 1995; Arthur and Sherman 2010). 
The Consumer Culture Theory research tradition attempts to understand how 
¨consumption as a dominant human practice affects the cultural blueprints 
for action and interpretation and vice versa¨ through the study of the inter-
relations between the marketplace and cultures (Arnould and Thompson 
2005: 873). It sustains that these relationships are facilitated by real and 
virtual ¨culturescapes¨ and ¨consumptionscapes¨ of mixed ethnicities, ideas, 
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media, finance and technology (Appadurai 1990; Ger and Belk 2006) and 
focuses on the consumer’s leading role as a culture ¨producer¨ as opposed to 
the ¨traditional¨ anthropological view of the individuals’ passive roles as 
culture ¨bearers¨ (Arnould and Thompson 2005). This is the view of culture 
that this work will be based on. 
Mary Douglas’s (1978) Cultural Theory framework and its further 
developments will be used in order to structure cultural analysis. She 
sustains that people’s greatest concerns are their interpersonal relationships 
and the degrees of freedom with which they operate and thus provides two 
dimensions to consider: group and grid.  
According to her, the group dimension relates to the extent to which people’s 
actions are a consequence of social group commitment, while the grid 
dimension is concerned with normative role differentiation (See Altman and 
Baruch 2010 for a conceptual overview). 
1.2.9. Addressing the Theoretical Gap 
This work addresses theoretical gaps in the body of work on shopping 
centers and shopping experiences by (1) factoring in a paradigm shift in 
consumer culture research on shopping and consumer experiences; (2) 
Introducing a multi-sited protocol to cross-cultural research on consumer and 
shopping experiences. (3) Going beyond the mainstream approach to cross-
cultural research 
1.2.9.1. Factoring in a paradigm shift 
Extensive work has been carried out in studying shopping and consumer 
experiences (Arnould and Wallendorf 1988; Belk et al 1989; Belk and Coon 
1993; Arnould and Wallendorf 1994, Bloch et al. 1994; Hetzel 1997; Belk 
and Costa 1998; Badot 2000, Badot and Depuis 2001; Andrieu et al. 2002, 
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Joy and Sherry 2003; Arnould and Thompson 2005; Badot and Filser 2007; 
Badot and Lemoine 2008; Badot et al. 2009). However, most of the CCT 
related research on shopping centers and shopping experiences has been 
connected with postmodernism (Farrag et al 2010, Csaba and Askegaard 
1999). 
In fact, most of the CCT related research on shopping centers and shopping 
and consuming experiences has been closely linked to postmodernism, yet 
recent research has identified limitations to additional contributions from a 
postmodernistic critique standpoint, although highlighting its significant 
impact on previous research and specifically its key role in differentiating 
Consumer Culture Theory (CCT) approaches from mainstream firm-centric 
literature.  
Cova et al. (2013) do a thorough assessment of the current adequacy of this 
critique to today’s changing marketspaces and, as Holt (2002) predicted, the 
authors sustain that as the new and more realistic optics should be 
considered as the new focus of consumer culture research. 
Nealon (2012) describes this new era as an exacerbation of some 
postmodernistic ideals in much the same way as ¨postmodernism was a 
historical mutation and intensification of certain ideals within modernism¨ 
(page 10). He argues that this is an evolutionary change, or a modification in 
intensity, rather than a revolutionary change which would imply rendering 
obsolete the status quo.  
Along the same lines, various critics of this postmodernistic approach (e.g. 
Campbell 1995; Morris 1998), consider that much of current of research on 
shopping centers and shopping experiences fails to take into account the 
points of view of consumers, as they focus primarily on the hyperreal and 
theatrical aspects of the shopping centers. They sustain that it is necessary to 
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have a stronger empirical focus, based on ethnographic account of shopping 
experiences. 
Actually, over ten years ago Holt (2002) had already forecasted that this 
approach was becoming dated and in many aspects ineffective. He predicted 
firms would eventually run into contradictions in their attempts to maintain 
relevance in the construction of consumer identity projects. Nevertheless, he 
claimed that a the intensification of consumer sovereignty would in fact 
create new cultural resources that would help rejuvenate the market and 
benefit innovative firms which understand these new principles rather than 
threaten the health of the market system (page 89).  
Moreover, considering that, in recent years, protests and other types of social 
movements have occurred both in places where things were seen as ¨worse¨ 
from an economic and political standpoint and where things had been 
deemed as ¨better¨, perplexed analysts, using predominantly mainstream 
firm-centric approaches, now do not understand the rolling of events. The 
fact is that recent events are very difficult to understand under a 
postmodernistic paradigm of research and show a clear disruption from the 
lethargy and self-detachment characteristic of postmodernism (see Cova et 
al. 2013). Little has been done in terms of factoring in this paradigm shift 
into the study of consumer and shopping experiences. 
1.2.9.2. Introducing a multi-sited protocol to cross-cultural research 
on consumer and shopping experiences. 
According to Sherry (2008), ethnography can provide an opportunity to 
bring together theory and method in providing a solution to a practical 
problem in business. Farrag et al. (2010) sustain that a phenomenological 
approach may provide deeper insights into consumer culture at shopping 
centers. However, given that previous ethnographic work on shopping 
centers was mostly single sited, a case selection process that would warrant 
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variability of cases and favor a comparative analysis in a multi-sited study 
has not been developed. 
Actually, Schmitt and Zarantonello (2013) argue that there still a need to 
further understand how cultural contexts affect experiences and to what 
degree these experiences are “universal or culture-bond¨ (page 52), although 
significant contribution has been made recently. In fact, evidence from 
recent studies suggests that the mechanisms and social consequences of 
consumption may be different between developed economies and Less 
Industrialized Countries (see for instance Zhao and Belk 2008; Ustuner and 
Holt 2010; Varman and Belk 2011; Izberk-Bilgin 2012). 
To that effect, although some cross-cultural research on consumer 
experiences from different ethnic backgrounds or at different regions was 
performed over the years (e.g. Belk, Ger and Askegaard 2003; Peñaloza 
1994; Ferreira-Freitas 1996), the majority of these studies were done with 
one or at most two locations as the units of investigation. Also, Venkatesh 
(in Costa and Bamossy 1995) argues that most of the cross cultural research 
carried out had privileged a view of either similarities or differences between 
cultures, rather than applying a comprehensive analysis including both 
aspects. 
Additionally, most frequently these cross-cultural studies focused only on 
the experiences undergone by consumers without necessarily considering the 
interplay of activities by developers, management and retailers who are also 
affected by context. Although various authors acknowledge the 
complementarity of consumer generated and firm-centric resources (i.e. 
Csaba and Askegaard 1999; Filser 2002; Holt 2004; Vargo and Lusch 2004; 
Arnould 2005), surprisingly little has been added to the literature in this 
front, especially in comparative terms. 
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1.2.9.3. Going beyond the mainstream approach to cross-cultural 
research 
As previous research specifically on shopping experiences has again been 
focused majorly on the USA and on other developed economies (Nevin and 
Houston 1980; Howell and Rodgers 1981; Holbrook and Hirschman 1982; 
Stoltman et al. 1991; Bloch et al. 1994; Eppli and Benjamin 1994; Finn and 
Louviere 1996; Hetzel 1997; Csaba and Askegaard 1999; Pine and Gilmore 
1999; Ochs and Badot 2008), only limited attention has been given to 
emerging economies. 
At the same time, to the best of this author’s knowledge, with the exception 
of a number of CCT contributions (e.g. Farrag et al 2010; Varman and Belk 
2012) most of the recent research on shopping centers in LICs still takes a 
Hofstedeian approach which presupposes that culture is an independent 
variable affecting business outcomes and focusing on measuring cultural 
differences (see Tsai 2010 and Schmidt and Zarantonello 2013 for an 
extensive review of previous research). The expansion of a cross-cultural 
research protocol that would attempt to provide a deeper understanding of 
cultural differences and their effects on the experiences undergone and 
produced at shopping centers would be a significant contribution to the 
literature. 
The central notion of case research is to use case information to build theory 
inductively. Cases could be said to be analogous to stand-alone replicated 
experiments in a laboratory, but with the robust advantage that - contrary to 
lab experiments - cases are not isolated in controlled environments but rather 
are subject to outside interference, allowing the researcher to analyze the 
data in real world context. Theory emerges through pattern recognition 
within and across cases and their underlying logical arguments. (Eisenhardt 
1989b; Eisenhardt and Graebner 2007). 
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According to Arnould and Thompson (2005:869), ¨consumer culture 
theorists do not study consumption contexts; they study in consumption 
contexts to generate new constructs and theoretical insights and to extend 
existing theoretical formulations. Consumer culture theory has its historical 
roots in calls for consumer researchers to broaden their focus to investigate 
the neglected experiential, social, and cultural dimensions of consumption in 
context (Belk 1987a, 1987b; Holbrook and Hirschman 1982 cited by 
Arnould and Thompson, 2005 – underlining added by author).  
An initial, broad definition of the research question or ¨Grand Tour 
Question¨ (Fetterman 2010) is necessary for building solid theoretical 
frameworks from case research, since it helps guide data collection. 
However, it is important to start this type of research with no pre-conceived 
theory in mind and no hypothesis to test in order to avoid biases in the data 
collection phases. Nevertheless, although not paramount, a priori 
specification of constructs may prove valuable in the initial stages of 
research building theory. 
According to Eisenhardt (1989b).: ¨If these constructs prove important as the 
study progresses, then researchers have a firmer empirical grounding for the 
emergent theory¨, or, in order words, by having a specific focus for data 
collection, it is likely that more data will be available to corroborate findings 
in later stages of the research. Yet, these a priori constructs are tentative, and 
will be reviewed throughout the process of data collection and analysis: ¨No 
construct is guaranteed a place in the resultant theory, no matter how well it 
is measured. Also, it is acknowledged that the research question may shift 
during the research…by taking advantage of serendipitous findings¨ (page 
536). 
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1.3. Definitions and Research Questions 
The research topic has been subdivided in three parts, explored in the 
following sections. 
1.3.1. Shopping malls 
The origin of shopping centers can be attributed to the ancient Greek Agora 
or the Roman Forums, which were public areas of leisure and socialization 
(Forshaw and Bergstrom 1983). The concept of a shopping center, in terms 
of an enclosed area destined for commercial use, appeared in the 16th and 
17th centuries in the United Kingdom. They were an evolution of the atrium 
of the Royal Exchange and Covent Garden (Adburgham 1979). 
The first fully enclosed modern shopping center designed and built for that 
purpose was Southdale Shopping Center, opened in 1956 in the US. It was 
designed by Victor Gruen, who was later to be considered ¨the father of the 
shopping center¨ (Csaba and Askegaard 1999). The model was evolution of 
a concept that had first appeared in the Nordic countries, namely Vällingby 
Centrum in Sweden, which was part of a planned community and was built 
in 1954, and the Farsta Centrum, which opened in 1960. (Solal 2008; cited 
by ICSC 2008). 
There are several definitions of shopping center in management literature. It 
is defined by Guy as: ¨An enclosed and managed shopping area, either in 
town or otherwise, having a gross retail area of at least 5,000 m2¨ (Guy 
1994). For the purpose of this study, we will use the definition by the 
International Council of Shopping Centers (ICSC 2012), which defines the 
modern shopping center as: ¨a retail property that is planned, built and 
managed as a single entity¨. Shopping centers under these criteria have three 
basic designs: 
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 Malls are ¨typically enclosed, climate controlled and lighted, flanked 
on one or both sides by storefronts and entrances¨. 
 Open –air centers are ¨an attached row of stores or service outlets, 
managed as a unit, with on-site parking…¨ 
 Hybrid centers, which merge characteristics of both types of 
shopping centers. 
According to the ICSC (2012) criteria, shopping centers could be further 
classified into formats and by size: the ¨Traditional Format¨ is: an all-
purpose center that could be either enclosed, hybrid or open-air, while the 
¨Specialized Format¨ is: ¨a specific purpose-built retail scheme that is 
typically open-air¨. Specialized formats under this definition include retail 
parks, factory outlets and theme-oriented shopping centers. Dupuis et al. 
(2002) expanded on these ICSC (2012) definitions and created a typology of 
shopping centers which describes each one of these types of shopping 
centers in detail.  
Although some specialized formats seem profitable in most markets, as is 
the case with factory outlets, the goal of this work is to understand how 
traditional format shopping centers, which are still the mainstream offer in 
all the markets included in this work, are evolving in a changing industry 
(Ochs and Badot 2008). This research will concentrate on three types of 
traditional shopping centers as described by Dupuis (2002): super regional 
center (attracts visitors from outside the region, as the center is an attraction 
in itself) regional center (attracts visitors from the region due to its mix and 
entertainment options, and fashion shopping center, specialized in fashion 
and apparel. 
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1.3.1.2. Experiences produced and undergone 
Pine and Gilmore (1999a) describe the marketplace as a theatrical setting, 
where experiences are ¨sold¨. They argue that while products are external to 
the buyer, experiences are internal, inherently personal and memorable, 
¨existing only in the mind of an individual who has been engaged on an 
emotional, physical, intellectual or even spiritual level (page 99) ¨  
Csaba and Askegaard (1999) called for more research on the ¨orchestration 
of consumer and shopping experiences¨ on the part of retail operators in 
order to fully comprehend the complementarity of the backstage (developers, 
designers, retailers) and frontstage (consumer) activities going on at retail 
spaces at one point in time (page 35). According to Filser (2002 in Roederer 
2008), there is a continuous opposition between the experience ¨produced¨ 
by the organization (in which the consumer would be a mere spectator, mass 
advertising, for instance) and the experience ¨undergone¨ by consumers 
independent of managerial interventions (a family outing, for example). He 
sustains that there is a complex universe in between, one in which 
experiences are co-produced by management of retail organizations and 
consumers visiting those locations. 
This is consistent with the ideas expressed by Zwick, Bonsu, and Darmody 
(2008), who suggest that through co-creation, producers attempt to capture 
consumer know-how and creativity. Accordingly, the goal is no longer to 
discipline but to govern, to structure agency rather than control it. To 
Beckett (2012), this progressive shift from attempting to discipline 
consumers to governing co-creation reflects the progression in society from 
disciplining its members to encouraging the ¨responsible exercise of 
freedom¨ as portrayed by Foucault’s et al.’s (1991) work on 
“governmentality”. 
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1.3.1.3. Experiences produced and undergone at shopping malls 
Considering the community function of retail spaces (Adburgham 1979; 
Aubert-Gamet and Cova 1999) and the contribution of the network of 
relationships which are built in commercial places to the construction of 
personal and group identities as proposed by Arnould and Thompson (2005), 
this work will focus on the symbolic, ritualistic and mythical dimensions of 
consumption which are intermediated by the co-production of shopping 
experiences at shopping malls. 
Csaba and Askegaard (1999) propose the notion of orchestration of 
consumer experiences. The authors highlight the importance of management 
produced efforts and consumer’s responses to those efforts as a key factor 
production for consumption while acknowledging that interpretive consumer 
research on shopping malls has often tended to neglect the management side 
of the relationship. 
1.3.2. The Grand Tour Question 
In light of the theoretical gaps that this work proposed to address and the 
expected contributions it is expected to provide, a ¨Grand Tour Question¨, as 
proposed by Fetterman (2010), was designed to aide data collection an initial 
analysis (Eisenhardt 1994): 
From a Consumer Culture Theory perspective, which similarities and 
differences can be found in shopping and consuming experiences at 
shopping centers in Buenos Aires, London, Paris Rio de Janeiro and São 
Paulo? 
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1.3.3 Initial Research Sub-questions 
Following this line of reasoning, the initial, broad, research sub-questions 
developed for this study are: 
i. Which contextual factors may be influencing shopping and 
consuming experiences at shopping centers in each location 
(emerging from findings)? 
ii. What is the role of shopping and consuming experiences at shopping 
centers in the processes of consumer identity construction in these 
locations (consumerscapes; subcultures)? 
iii. What are the similarities and differences in terms of orchestrated 
experiences (management driven, servicescapes: design, shopping 
center mix, zoning, positioning, etc.
16
) between locations? 
iv. Are there any similar patterns across cases? 
v. Which marketing insights can be derived from these analyses? 
                                                 
16
 By reconciling practitioner terms and tactics with a deeper cultural understanding of 
Consumer experiences 
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1.4. Epistemological Positioning and Research design 
This research follows a phenomenological inductive posture, along the lines 
of the Consumer Culture Theory (Arnould and Thompson 2005) and thus the 
object of the research is defined and redefined throughout the research 
process. The iteration between literature review, fieldwork and analysis aids 
in shaping the final design of the research. Under this posture, serendipity 
findings are taken into account and may contribute to a shift the focus of the 
research (Eisenhardt 1989b). Murray and Cherrier (2007) propose that 
interpretive research findings should then be contextualized and contrasted 
with existing theory. 
This work applies an interpretive case design. In phenomenological case 
research, the challenge for the researcher is to frame the work in terms of the 
importance of the phenomenon and the existing theoretical gap (Eisenhardt 
1989; Eisenhardt and Graebner 2007). Interpretive case research should 
therefore follow an iterative scheme, allowing for the incorporation of new 
data sources, new constructs or even new cases along the way until 
theoretical sufficiency is reached (Diaz Andrade 2009)
17
. 
1.4.1. Epistemological Positioning 
While positivist researchers believe reality is objective and separate from the 
object of analysis, interpretive researchers begin with the assumption that 
reality is socially constructed and accessible only through social structures 
such as language, consciousness and shared meanings (Diaz Andrade 2009).  
                                                 
17
 Diaz Andrade (2009) proposes that interpretivist researchers should seek ¨theoretical 
sufficiency¨, in which findings are corroborated by using various data sources and seeking 
alternate cause-effect relationships. See section 1.4.1. for details. 
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The philosophical foundations of interpretive research are hermeneutics
18
 
and phenomenology. It usually aims at grasping phenomena through the 
meanings that people allocate to them (Boland 1985, cited by Diaz Andrade 
2009). Dependent and independent variables are thus not pre-determined and 
it privileges an understanding of the full complexity of human sense making 
as the events unfold (Kaplan and Maxwell 1994, cited by Diaz Andrade 
2009). 
According to Spiggle (1994: 492) interpretive, empirical research that 
studies consumer experience and behavior can be carried out using 
ethnographic participant observation (e.g. Belk, Wallendorf, and Sherry 
1989; Belk et al. 1988; Celsi, Rose, and Leigh 1993; Hill 1991; Hill and 
Stamey 1990; O'Guinn and Belk 1989; Sherry 1990) and from data gathered 
from in-depth interviews (e.g. Bergadaa 1990; Heisley and Levy 1991; 
Hirschman 1992; Mick and Buhl 1992; Mick and DeMoss 1990; O'Guinn 
and Faber 1989; Schouten 1991; Thompson et al. 1990; Wallendorf and 
Arnould 1991), historical documents (Belk 1992), and introspection (Gould 
1991). 
These methods allow researchers to understand and interpret the meanings 
and experiences of their informants and to translate cultural meanings 
displayed through the use of symbolic codes and the enactment of cultural 
rituals which sustain and replicate cultural themes and patterns. This can be 
achieved through the structuring of a thick description that combines ¨emic¨ 
and the ¨etic¨ 
19
points of view (Geertz 1973; Wallendorf and Brucks 1993, 
cited by Spiggle 1994). 
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 Defined here as the science of interpretation 
19
 Emic comes from the linguistic term phonemic and is applied here as a description of an 
experience that is meaningful to the actor. This can be represented by field journal 
transcriptions.  
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Ethnography, as defined by Mariampolski (2006), is the ¨theoretical 
perspective that focuses on the concept of culture and its relation to observed 
behavior as the principal tool for classifying and explaining consumer 
dynamics¨. Its methodological orientation relies on direct contact with the 
consumer in its natural environment and provides behavioral and attitudinal 
data.  
The main characteristic of ethnographic research is that through the use of 
participant-observation it establishes as few barriers as possible between the 
consumer and the researcher, and therefore it allows for a more 
comprehensive and contextual understanding of the consumers, making it 
context sensitive, which means that the influence of other consumers or the 
physical setting can be taken into account. Ethnography work tends to be 
less structured and spontaneous in the sense that it allows for improvisation, 
which permits the researcher to explore unanticipated discoveries as they 
emerge during fieldwork. 
As proposed by Sherry (2008), ethnography is an adequate method to study 
consumer and shopping experiences in order provide deeper insights into 
consumer culture at shopping centers. Since this work attempts to carry out a 
comparative understanding of consumer culture, it seemed appropriate to 
apply a case study design with an ethnographic approach. 
Desjeux (1997) proposes the use of a variety of methods in studying 
consumer behavior in retail settings, including participant-observation, field 
journals, introspection, photography and analysis of promotional materials as 
an effort to understand consumption at micro-social and micro-individual 
levels. His approach, which he calls “ethnomarketing”, is similar to Arnould 
                                                                                                                                  
Etic comes from the linguistic term phonetic, and is applied here as description or interpretation 
of the experiences that is meaningful to the researcher. It includes the theoretical framework 
guiding the research. 
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and Wallendorf’s (1994) market-oriented ethnography, yet the French 
approach tends to be more often directed towards an interaction between 
theory and practice (Badot and Lemoine, 2008; Özçağlar-Toulouse and 
Cova, 2010) 
This work is based on case studies. In case research, theory emerges through 
the identification of patterns and their underlying logical reasoning within 
and across cases (Eisenhardt 1989b; Eisenhardt and Graebner 2007). 
Although case study design is sometimes connected with a positivist 
approach, this study takes on an interpretivist stance. Yin (2003) suggests 
that the object of case studies is to ¨develop ideas for further study¨ (page 
120). This is not necessarily the case with interpretivist research. The aim 
here is to produce theoretical generalizations rather than test hypothesis, 
which would be the case in positivist research (Diaz Andrade 2009).  
Given the difference in goal between a positivist case design, as proposed by 
Yin (2003) and the objectives sought by researchers pursuing a case study 
design to construct theory under an interpretive approach, the process 
guidelines suggested by Yin (2003) need to be adapted. Construct validity 
(internal and external) and reliability (Yin 2003) may not be the ideal criteria 
to ensure research rigor under an interpretive approach (Diaz Andrade 2009). 
This work relies on processes typical of a grounded theory approach to adapt 
the case study design proposed by Yin (2003) to an interpretivist worldview. 
Grounded theory (Glaser & Strauss, 1967) has evolved from its positivist 
origins to an interpretive stance (Charmaz 2006, cited by Diaz Andrade 
2009) and can be complementary to case study design. According to Fischer 
and Otnes in Belk 2006), a grounded theory inspired approach can aid in 
questioning mainstream frameworks in marketing and consumer behavior. 
Theoretical case selection is a characteristic of grounded theory 
methodology and is bound to the intention of generating and developing 
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theoretical ideas, rather than focusing at either yielding results that are 
representative of a population or at testing hypotheses. In theoretical case 
selection cases are chosen for theoretical, not statistical, reasons (Glaser and 
Strauss 1967), and are therefore selected in order to highlight similarities or 
differences or to extend emergent theory. 
Instead of internal construct validity (through data triangulation) as proposed 
by Yin (2003), Diaz Andrade (2009) proposes that interpretivist researchers 
should rather seek ¨theoretical sufficiency¨, in which findings are 
corroborated by using various data sources and seeking alternate cause-effect 
relationships. This differs from the positivist approach - which implies 
completion and objectivity - as in interpretive research the subjectivity of the 
analysis is acknowledged. As for external validity, which refers to the extent 
to which findings can be generalized; Walsham (1995a) suggests that 
interpretive researchers should factor-in temporal and spatial dimensions of 
the phenomenon in the analysis.  
Regarding ¨reliability¨, as proposed by Yin (2003), although still advocating 
for correct data categorizing and record keeping, Diaz Andrade (2009) 
suggests that instead of seeking that a second researcher analyzing the same 
data set should arrive at the same conclusion – as would be the case under a 
positivist approach -record keeping should warrant persuasiveness in theory 
building studies, while allowing for different interpretations for the 
conclusions. 
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It is worth mentioning that, although partially inspired by grounded theory 
concepts, this work does not aim at building a generalizing theory, but rather 
it attempts to confront findings with existing theoretical frameworks in order 
to further the academic debate on consumer culture both in developed 
markets and in LIC’s. 
1.4.2. Research Design 
Spiggle (1994) proposed an ethnographic protocol in three phases 
(observation, analysis, interpretation) was adequate for interpretive 
consumer research. Badot and Lemoine (2009) made a significant 
contribution to this protocol by incorporating a fourth stage - marketing 
implications - and by applying a multi-technique approach as described by 
Bonoma (1985) according to which different data sources were used. 
Contemporarily, Cherrier and Murray (2007) proposed a scheme to analyze 
interview data that articulated intra and inter narrative analysis yet did not 
present marketing implications nor did it propose a multi-technique 
approach. 
Due to the multi-cultural component of this study, and its goal of presenting 
managerial implications, it demanded a complex design which would 
accommodate a combination of previous schemes and various research 
methods applied in interpretive research, namely participant observation, 
interviews, review of historical documents and visual ethnography. 
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By combining the expanded protocol for single case analysis proposed by 
Badot and Lemoine (2009)
20
 with the multi-story line approach proposed by 
Cherrier and Murray (2007) the protocol applied in this work attempts to 
deliver in depth case by case and inter-case analysis and interpretation, as 
well as marketing implications in a cross-cultural context. 
One key contribution of this model is to include a detailed cross-cultural 
case selection process. It also provides managerial implications as proposed 
by Badot and Lemoine (2009)
21
. The following figure displays the research 
design: 
                                                 
20
 Which in turn is based on Bonoma (1985) and Spiggle (1994). 
21
  Introspection was applied as a complementary process in the analysis and interpretation 
phases in order to minimize bias considering the cross-cultural nature of the study. 
 
Figure 2 - Research Design. Adapted from Holbrook (1986, 1995); Gould (1991, 1995); Spiggle (1994); Murray and Cherrier (2007); Badot and Lemoine (2009). 
1.4.3. Choice of research locations 
Context selection is key in research development because “a theory is a story 
about why acts, events, structure and thought occur” (Arnould et al. in Belk 
2006: page 107). From the perspective of a global marketplace increasingly 
integrated, it seems relevant to understand – rather than classify or measure- 
the similarities and differences in consumer culture across markets. The goal 
was to study the phenomena of shopping centers and the shopping and 
consuming experiences produced and undergone within them, outside the 
United States borders, where it has been widely researched.  
With this goal in mind, two regions were chosen, Western Europe and Latin 
America, one representing the developed economies and the other the 
emerging economies
22
. Within each region two countries were chosen under 
several criteria: 
i. Importance of the country for the region, both economically, 
politically and socially 
 
ii. Significant a priori difference in culture23 between the two countries 
in the region, represented by a difference in language, history and 
currency. 
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 Latin America was chosen given its relative importance and underrepresentation in the 
literature 
23
 See section 1.2.6 for the application of the concept of culture in this work 
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It is important to clarify that the nation-states chosen for the study are simply 
initial geographical and structuring limits to the research and that this work 
attempts to avoid one of the typical pitfalls of cross-cultural work under the 
mainstream optic: the ¨Onomastic Fallacy¨ (Georgas and Berry, 1995 in 
Nakata 2009), which is to assume that culture is a unitary and mostly static 
variable, to equate it with the country name, base the analysis on stereotypes 
and use it to account for a wide range of variables. On the contrary, this 
works starts out with the premise that culture is not static and not necessarily 
country specific. 
It will thus concentrate on a limited period of time in order to minimize the 
time-effect. As for the cultural variability within each country, after the 
country selection, cities first and then shopping centers within each city were 
chosen to limit the effect of contextual factors on variability and focus on 
smaller population groups in order to allow the researcher to be open to 
variability within the groups 
24
. The fundamental logic of case selection was 
to highlight similarities and differences in underlying symbolic meanings of 
consumer and shopping experiences in shopping centers within and across 
various geographical regions
.25  
1.4.3.1. Country and city selection
 
Under these criteria, France and England were chosen as targets for the 
Western European fieldwork and Brazil and Argentina for the Latin 
American fieldwork. The chosen countries in each region fulfill each of the 
above describe criteria
26
, as can be seen in the chart below: 
 
                                                 
24
 See section 1.4.3 for a description of the chosen cities and justification. 
25
 See section 1.4.4 for details of the case selection process 
26
 Criteria: Importance of the country for the region, economically, politically and socially; 
significant a priori difference in culture between the two countries in the region, represented by 
a difference in language, history and currency. 
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Figure 3 - Selection criteria. Source: author 
The capital cities where chosen in each country, with the exception of Brazil. 
In each of the other countries, the capital cities were the political and 
economic center for the country
27
. In the case of Brazil, Brasilia, the 
country’s capital, is an administrative center, while the political and 
economic power in the country is shared between São Paulo and Rio de 
Janeiro. Both cities share similar social structures in terms of occupation and 
income but could not be more different in terms of social relations and 
consumption habits (Marques, Scalon, Oliveira 2008) and therefore these 
two cities were chosen for the study. Shopping malls were selected in inner 
city or in suburban areas surrounding the city. 
Over the last 5 years, partly due to the world economic crisis of 2008, 
market dynamics have changed in all five locations. An initial slowdown in 
corporate spending has now been replaced by investment driven by industry 
consolidation and, with the exception of Argentina, innovation. 
  
                                                 
27
 A review of existing managerial and academic data on each country’s characteristics was 
carried out to aid in site selection. 
68 
 
i. Argentina Quick Facts 
After the dramatic 2001 crisis, Argentina experienced a few years of 
economic prosperity and stability. The country was even listed as one of the 
¨next seven¨ promising emerging markets while total GDP reached US$ 
302.7 billion by 2009 with a GDP per head of US$14.538PPP, higher than 
that of Brazil.  
Although the quality of public education is declining, enrollment is still high 
for an emerging economy. Nevertheless, recent political and economic 
troubles with rising inflation, discussions about freedom of the press, 
unreliable official statistics, weak institutions - followed by unfavorable IMF 
reports - coupled with the country´s strong reliance on the high prices of 
commodities and a lack of a clear alternative political force to the current 
government have raised discussions as to whether Argentina should continue 
to be viewed as a ¨rising star¨ in the world market
28
.  
In 2013 Cristina Fernandez de Kirchner faced the most difficult year in her 
presidency. After being re-elected with 54% of votes in the last election 
(following two terms by her late husband Nestor Kirchner), her approval 
rates were declining fast and she was having difficulties in her attempt to 
change the constitution in order to allow her to pursue a third term. 
The country has a long history of bank failures and government 
interventionism and lack confidence in the banking system. Cash currency is 
still widely used and although the banking and the retail industries have 
joined forces to stimulate the bankarization of the economy, Argentinians 
still prefer to keep their savings at home in cash and in strong currencies.  
                                                 
28
 According to a study by The Economist (2012): The world in figures. Official statistics are 
deemed unreliable by both local and international analysis. 
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Government policies to diminish the economy’s reliance on US$ dollars had 
been gradually implemented since 2012. The population could no longer buy 
foreign currency without government permission, which was granted on a 
¨case by case basis¨ for travel expenses only; and even so with unclear rules. 
The wide gap between official inflation figures and those perceived by 
consumers in the market, coupled with the above mentioned practices, have 
caused the population to revert to ¨buying as a way of saving¨. Even so, 
Argentinians considered themselves to be conscious consumers and 37% 
declared that their top concern was economic problems, followed by political 
problems with 20% (National Geographic & Globescan, 2012). 
Banks have had to adapt as consumers have resorted to consumption over 
savings accounts or other types of bank mediated investments. The practice 
of buying products in fixed installments with low or zero interest with bank 
issued credit cards had become routine procedure as this was the solution 
found by the financial industry to remain operative under this new market 
reality (Euromonitor 2011). 
Buenos Aires and surroundings 
Argentina is a late entrant into the shopping center market. The first malls 
opened in the late 1980´s but it was not until the1990’s, with the launch of 
the Shopping Alto Palermo, that the industry established itself in the country. 
Argentinians still preferred to shop on the streets and only 12% of purchases 
are made at malls by 2010 (CASC 2010). Even so, a strong expansion of 
shopping centers is perceived in Argentina (+ 40% between 2005 and 2011) 
although rising inflation and political and economic instability have become 
a concern. 
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By 2013, very few sites were prepared for mothers with young children, 
although the number of children per family in the Argentinian middle classes 
is relatively high, slightly over 2 children per family (INDEC 2012). Major 
players in the industry were not prone to innovation and mall mix and 
architecture are both very traditional (CASC 2011). 
Buenos Aires is the most important market for the shopping center industry 
in Argentina. Major players are IRSA and the Chilean group CENCOSUD. 
Shortage of prime locations has driven prices up and average m
2
 at shopping 
centers in Buenos Aires is US$500 and industry growth rate is higher than 
that of the country (CASC 2011). Since 2010, various sites were being 
remodeled and were becoming more upscale. Tourism had propelled growth 
in the sector but high inflation had cast doubts on whether growth could 
continue to be sustained by tourists. 
ii. Brazil Quick Facts 
In 2009, Brazil was the topic of the cover of The Economist under the 
headline: “Brazil Takes off”. Until 2010, Brazil was the poster child for a 
successful emerging economy. Democracy had been restored, was respected 
and maintained; inflation was under control. Brazil became the world’s sixth 
largest economy and statistics showed that 35 million people left poverty and 
entered the middle class in the last decade. São Paulo became the third 
largest city in the world, with 11 million inhabitants and a GDP of US$ 147 
Billion, or nearly US$ 16.000 per capita (IBGE 2011).  
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Brazilian democracy and economic stability allowed for social mobility, 
exemplified by a Nation´s President not only symbolizing the less privileged, 
but rising to power from outside the margins of the elite´s circle of power. 
Although much work still needed to be done, most indicators showed 
improving living conditions for the majority of the population. Financing 
opportunities enabled a larger group of consumers to contemplate the 
possibility of reaching social projection through the acquisition of 
consumption goods. 
The country had been only marginally affected by the 2008 crisis and 
optimism reigned as former President Luis Inacio Lula da Silva was able to 
elect his successor, Dilma Rousseff and ensure that the 2014 World Cup and 
the 2016 Olympics were to be held in Brazil (The Economist 2012). In fact, 
the country seemed to be doing so well that the government started a 
campaign to promote a better image perception from abroad; with views on 
the promotion of tourism and investment in the years to come. 
The animation film Rio was released in 2011. It was received with 
conflicting reviews in Brazil. While some were proud to have their country 
portrayed in a blockbuster Hollywood movie, directed by a Brazilian - 
arguably a sign of international interest in the country, others viewed it as a 
perpetuation of the clichés about Brazil, its people and culture.  
The movie featured a Blue Macaw - an endangered tropical species - who 
had been smuggled out of the country and was brought back by a Brazilian 
researcher without much concern for rules, landed in the middle of Carnival, 
was met by a child holding a weapon, the “good guys” were kidnapped by 
the “bad guys” and had to find their own way out of the problem since 
nobody (not even the police) seemed to care…The critics’ argument was that 
although all these things do happen in Brazil, these are not the only 
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important aspects of Brazilian society (OESP 2011; UOL 2011). But what 
are the important aspects of Brazilian society? 
As protests emerged in every major city across the country in June 2013 
amidst the 2013 Confederations Cup - the country’s final test before the 
2014 World Cup - journalists, consultants and academics alike all agreed 
that no one expected these protests to take place in Brazil, especially not 
during a major soccer event. President Rousseff’s popularity fell from 57% 
to 30% in three weeks (Datafolha 2013). But why? 
Even at the peak of its economy stability, the 10% richest still accounted for 
nearly 47% of the purchasing power and 75% of sales of luxury items in the 
country, (IBGE 2011; Shopping Cidade Jardim 2011). With inflation rising, 
urban violence soaring (both criminal and police violence), high taxes, a 
series of corruption scandals and impunity, and last (but not least) the high 
costs absorbed by the government (both direct and through subsidies) to 
build stadiums for the world Cup - without the parallel infrastructure 
improvements in terms of transportation, education and health that had been 
promised during the election campaign (The Economist 2012) - there were 
clearly enough reasons for the population to be angry. So why did everyone 
agree it was surprising?  
The picture was not as bright for Brazil in 2013 as it had been a few years 
earlier. Four years down the road, in September 2013, Brazil was once more 
the topic of the cover article of The Economist. This time the headline was: 
¨Did Brazil blow it? ¨ 
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a) Rio de Janeiro and surroundings 
Rio de Janeiro is the former capital of Brazil and many government 
institutions are still based in the city. The proximity of the Baía de Campos 
oil exploration area has driven many oil companies to base their operations 
in Rio de Janeiro. Rede Globo, the major media empire in the country is also 
based there. Rio is a touristic city, and the industry is of vital importance to 
local economy. 
The shopping center industry entered late into the Carioca
29
 market, and 
although the city has over 30 shopping centers nowadays, consumers still 
prefer to shop in the streets. Most sites are catered to so-called ¨blue collar 
and middle classes¨ and attempts to launch more upscale centers had not 
been successful in the past. A noteworthy example is Rio de Janeiro’s São 
Conrado Fashion Mall, which was conceived to be an upscale mall but has 
initially struggled and changed hands in 2007 (ABRASCE 2013).  
The launch of Shopping Leblon seems to have reversed the tendency as the 
mall seems profitable and on December 4th, 2012, Multiplan
30
, a major 
player in the Brazilian market, opened in Barra de Tijuca, the new Village 
Mall, positioned as a luxury shopping center. It started its operations in a 
¨soft-opening¨ to benefit from the market upturn driven by Christmas 
shopping. Brands offered at the mall include Cartier, Gucci, Ermenegildo 
Zegna, Louis Vuitton and Tiffany & Co. Prada and Miu Miu stores are due 
                                                 
29
 Natives of Rio the Janeiro are called ¨Carioca¨ by Brazilians, while natives of São Paulo are 
called ¨Paulista¨. 
30
 Multiplan is a full service, publically traded company operating in the shopping center 
industry and in real estate development primarily in the Brazilian market, but with interests also 
in the US (Florida) and in Europe (Portugal). Multiplan is one of the leading players in the 
shopping center industry in Brazil, currently operating 17 sites in key markets such as Rio de 
Janeiro, São Paulo, Minas Gerais, Rio Grande do Sul, Paraná and Brasilia, totaling over 1.5 
Million square meters of built and a leasable area over 712.000 square meters, more than 4.400. 
stores and 160.000 visitors per year. 
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to open in the first semester of 2013. The Village Mall also houses the first 
Apple Store in Rio de Janeiro (ABRASCE 2014). 
b) São Paulo and surroundings 
São Paulo was the 3rd largest city in the world by 2013, with 11 million 
inhabitants and a GDP of US$ 147 Billion, or nearly US$ 16.000 per capita. 
São Paulo accounted for 60% of Brazil’s millionaires in 2011, with 165.000 
High Net Worth Individuals (HDNIs, a 50% increase since 2005 (Shopping 
Cidade Jardim 2011). 
31
 
There are currently over 80 shopping centers in São Paulo (ABRASCE 
2014), catering to different profiles of consumers and to all social classes. 
The newly found economic stability, paired up with the strong REAL 
currency, has given birth to a new group of consumers, who came mostly 
from the aspiring middle class of the 1990’s, but who now have access to the 
purchase of luxury products, readily available at major Brazilian cities 
(IBGE 2010). In recent years the implantation of upscale shopping centers in 
selective inner-city locations in São Paulo seems economically profitable 
(ABRASCE 2014; Cushman and Wakefield 2010). 
The exponential growth of the shopping center industry in the city occurs in 
parallel to an extremely rapid rate of deterioration in living standards in the 
city (IBGE 2010, Waiselfisz 2011). As the city grows vertically - and 
becomes overly populated, violent and chaotic - commercial retail spaces are 
developed to cater to the needs of this ever growing population. With the 
toughening of the conditions in the “real world” the construction of 
“artificial ecosystems” such as gated communities and shopping centers that 
                                                 
31
 HDNIs are individuals with a net worth of at least US$.1.000.000, 87% of which are ultra-
HDNIs, with over US$30MM in assets. 
75 
 
will simulate the ideal living conditions sought after by the population 
becomes a very attractive market.  
The exponential growth of the shopping center industry in the city has often 
caused the reshaping of entire neighborhoods. When Levi-Strauss (1955) 
described his first impressions on the city of São Paulo, he conceded that 
new world cities were not built under the same standards as old world cities 
and that the growth rate of these cities was as impressive as their rate of 
deterioration. However, he sustained that this deterioration did not seem to 
be a concern in these societies, as these cities ¨were not merely ‘newly built’, 
they were built for renewal, and the sooner the better (page 134) ¨. Over 70 
years after Levi-Strauss’s first visit to São Paulo, many of his observations 
are still accurate. 
iii. France Quick Facts 
France has a GDP per head of US$33674PPP, slightly below that of England 
with a relatively low inflation rate (1.5%) and ranks at number 13 in terms of 
the Human Development Index (The Economist 2012). However, overly 
protective labor laws, high taxes and product-market regulations have led to 
an overall unemployment rate of 10% and rising, with over 25% of the youth 
out of a job. In 2012 the most important concern for the French are the 
economic problems with 40% of top of mind mentions, followed by 
unemployment with 35% (National Geographic & Globescan 2012). 
Contemporary France has been persistently alternating between right and left 
wing governments. With the persistence of the crisis in the euro zone, even 
socialist President Francois Hollande was forced to make significant 
budgetary cuts, as public debt has risen to nearly 90% of GDP (the 
Economist 2013). 
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Although other European countries have made efforts to reduce state 
spending, France still has nearly 57% of the GDP linked to government 
expenditure. A tough spot to be in, considering that the business climate is 
deteriorating as well, as the country loses competitiveness to Germany. 
In June 2013 the consumer confidence index reached the lowest level in 
history
32
 and the economy was projected to continue stagnant for at least one 
more year as consumer spending remained contracted. The personal savings 
rate was high, at 15.5% in 2013, with consumers building personal safety 
nets in an unstable environment (Insee 2013). 
The aggravation of the crisis in the Eurozone has increased immigration and 
has brought the issue back into the spotlight. Although France has always 
been an immigration destination and had been dealing with social instability 
for decades, the high unemployment rates have accentuated nationalistic 
tendencies in some sectors of society, with extreme right wing parties 
gaining representation in congress (Estèbe 2004). At the same time, living 
conditions for blue collar workers in general and immigrants in particular, 
especially in the outskirts of France´s major cities, have been deteriorating 
steadily over the years, culminating in riots in 2005 – fueled by police 
violence- and in 2010 – against an unpopular pension reform (Lagrange 
2012). 
Permeated by strong protests pro and against it, was the approval of Gay 
marriage in France in June 2013. Amidst social and economic instability, 
France has been called by The Economist (2013) ¨a time bomb in the heart 
of Europe¨. 
  
                                                 
32
 Record keeping started in 1972. 
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Paris and surroundings 
France is an early entrant into the shopping center market, and the industry is 
controlled by two major corporations, Unibail-Rodamco and Klepierre. 
Significant investment had been done in the last five years and innovation is 
a key driver in the market dynamics.  
Despite the economic crisis an initial drop in consumer confidence, shopping 
center sales have remained relatively stable over the last five years. Sales at 
shopping centers represent over 28% of total sales in the country (ICSC 
2008). 
Paris ranks at number 16 in the city livability index (The Economist, 2012). 
It is one of the most important touristic areas in the world and a shopping 
destination for many tourists, especially from emerging economies in the last 
few years (The Economist, 2012).  
Major sites are generally located outside of the 20 Paris arrondissements. 
They focus on ¨blue collar and middle classes¨ and ¨upscale¨ centers have 
struggled in spite of apparent favorable conditions (Ochs and Badot 2008). 
iv. England Quick Facts 
After laborists Tony Blair and Gordon Brown, Britain elected conservative 
David Cameron amidst economic turmoil and social instability, which 
culminated in the 2011 London riots. The disturbances begun in North 
London in August 2011 and different parts of the city experienced varying 
levels of violence.  
Although the ¨trigger¨ for the riots was police violence toward peaceful 
protesters demonstrating against the police´s handling of a shooting case, 
underlying causes could be traced back to various social and economic 
factors. Among those factors are high unemployment - especially among the 
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youth, with over one million out of a job - and unstable social connections 
among the younger generation, particularly in some London suburbs, 
complemented by a growing feeling of impunity as the riots escalated 
(Morell et al. 2011). 
Ranked at number 25 in terms of Human development Index– considerably 
lower than France’s – and number 10 in terms of highest cost of living in the 
world, England´s GDP per head in 2010 reached US$35.155PPP (The 
Economist 2012). Economic problems continued to be the top of mind 
concern for British consumers in 2012 with 42% of the population 
mentioning it, followed by unemployment with 19% and immigration with 
15% (National Geographic & Globescan, 2012. The conservative party was 
pushing for a plebiscite to evaluate permanence in the European Union. 
England’s government started to undergo several budgetary cuts in the 
aftermath of heavy – and controversial - investment in infrastructure for the 
2012 Olympics, which reached just over US$ 16 billion. By the end of 2012, 
new forms of injecting capital into the slowed down economy had to be 
found urgently, as retailers reported industry-wide revenue decrease over the 
last seven consecutive years, with retail vacancy rates increasing five times 
to 14% since 2008 and commercial failures pressuring the unemployment 
rate (The Economist 2013). 
By mid-2013, though, some pale signs of recovery begun to emerge and 
Britain dodged recession, after two years of stagnation. A mild growth in the 
services sector, accompanied by a small decrease in labor costs and a halt in 
inflationary pressures warranted a wave of optimism, although it was still 
too early to know whether these trends were sustainable in the long run 
(Schomberg and Milliken 2013). 
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London and surroundings 
England is a pioneer in the current format of shopping center. They first 
appeared as an evolution of Covent Garden. England´s retail industry in 
general and the shopping center industry in particular have received great 
attention over the last few years, propelled by the transformations under 
development in the London and surroundings area in preparation for the 
2012 Olympics.  
Sales in shopping center represent over 28% of total sales in the country. 
Major players are Westfield, Lend Lease and Capital Shopping Centers 
(ICSC 2008). 
London is a highly sought after tourist destination and this condition was 
capitalized during the 2012 London Olympics. The Westfield group invested 
heavily in the London and surroundings area, acquiring two prime locations 
and developing the London Westfield, which features a luxury mall-within-
a-mall (The Village at Westfield), and the Westfield Stratford City, launched 
in 2011 but designed to be the center of the new redeveloped area 
surrounding the 2012 Olympic Stadium and Olympic Village. The latter was 
conceived to be transformed into regular housing units once the games were 
over. 
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1.4.3.2. Comparative Summary of Industry Characteristics in chosen 
locations 
The chart below shows a comparison of key industry characteristics across 
the four countries, based on pre-existing economic and managerial data: 
 
 
Figure 4 - Summary of Market Characteristics- Developed by author 
1.4.4. Case Selection Process 
This research had the objective of looking for similarities and differences in 
shopping and consuming experiences at different shopping centers across 
regions, and therefore theoretical case selection, rather than random 
sampling was adequate. This form of selection does not occur at a specific 
point in the research process, it is in fact a continuing trait. On several 
occasions during the study the researcher must reconsider whether the cases 
chosen cover all the aspects worth investigating so as to develop facets of the 
emerging theory.  
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Theoretical case selection is directed towards the ‘theoretical sensitivity’ that 
is paramount in grounded theorizing, and in qualitative and ethnographic 
work. The logic behind the choice of cases was to highlight these similarities 
and differences (Glaser and Strauss 1967) given the comparative nature of 
the study. Once the countries and cities had been decided on based on 
empirical gaps this study was set to pursue
33
, 15 shopping centers were 
chosen a priori to be part of the study, three in each city.  
Granted that CCT focuses on the ¨experiential and sociocultural dimensions 
of consumption¨, Sherry (1991, cited by Arnould and Thompson 2005: 870) 
argues that ¨issues such as product symbolism, ritual practices, the consumer 
stories in product and brand meanings, and the symbolic boundaries that 
structure personal and communal consumer identities¨ are not ¨plainly 
accessible through experiments, surveys, or database modeling¨.  
However, CCT researchers have resorted to what Arnould and Thompson 
(2005: 870) call ¨methodological pluralism whenever quantitative measures 
and analytic techniques seem adequate to advance the operative theoretical 
agenda¨. The authors cite as examples works such as Arnould and Price 
(1993), Coulter et al. (2003), Grayson and Martinec (2004), Grayson and 
Shulman (2000), McQuarrie and Mick (1992), Moore and Lutz (2000), Sirsi 
et al. (1996). A more recent example is Farrag et al. (2010) where 
quantitative and ethnographic methods were applied. 
Given that to the best of this author’s knowledge not enough systematically 
collected ethnographic data was available to begin with, ¨hard economic and 
managerial data¨ provided an objective criterion for case selection. 
Considering that the research would analyze both frontstage (consumers) and 
backstage (management) activities, it seemed adequate to carry out case 
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 See 1.4.3. for details of country selection.  
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selection using available management produced data (corporate and financial 
information, demographic data, frequency of visits, average ticket price, 
design, shopping center mix, zoning, positioning, etc.). 
In other words, cases were chosen so that at least ¨on the surface¨ they 
represented the variation of the offer in each of the chosen cities. Initial data 
was collected on many different shopping centers in all five cities and 
eventually 4 shopping centers in every city were selected as focus of the 
study based on available management produced data.  
Once the initial case selection was carried out, the subsequent data collection 
was done under ethnographic protocol. Qualitative data was then collected 
(behaviors, experiences, marketing materials). 
Arnould and Thompson (2005) maintain that marketing activity is modeled 
by the macro context in which it is inserted, which includes economic, 
social, political and cultural factors. However, according to Dupuis (Dupuis 
et al. 2002), shopping centers traditionally focus predominantly on large 
groups of consumers denominated collectively by management as ¨blue 
collar and middle classes¨, which implies a social class differentiation in 
economic terms but without necessarily applying other variables which may 
be at play within those economic groups. In fact, all of the management 
produced data obtained for case selection used this socio-demographic and 
economic segmentation approach. 
Nevertheless, according to Douglas and Craig (in Nakata 2009), subcultures 
such as ethnic or socio-demographic groupings often have varying interests, 
consumption habits and buying behavior. The authors sustain that both the 
macro context and the micro context (ethnicity, neighborhood, living 
conditions, etc.) should be taken into account. Although most likely 
unconsciously, management seems to take on a Hofstedeian approach and 
give consumers a generalizing treatment based on the assumption that 
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culture is accounted for by nationality and assuming the majority of its 
consumers to be local nationals. This meant that although a priori the cases 
presented variability; there would be no guarantee that they would in fact be 
¨theoretically sufficient¨.  
In fact, once the initial cases were selected, a preliminary analysis of the 
ethnographic data collected suggested that a second round of field work was 
necessary to attain theoretical sufficiency. Five new shopping centers were 
then added, also with the aid of quantitative or management produced data. 
This two-step process combining managerially produced data and 
ethnographic observation warranted a solid theoretical case selection process 
and the necessary variability among cases. 
1.4.5. Sites and phenomena observation 
Observation protocol followed directions proposed by Badot and Lemoine 
(2009). Data was collected and organized in field journals during several 
visits to the shopping centers, and included informal interviews with 
consumers, shopkeepers and in depth interviews with management on 
different dates. Photographs were taken by the researcher and videos posted 
on YOUTUBE by consumers, shop owners, reporters and shopping center 
management were also collected as materials to analyze. Data was 
catalogued and organized for easy access. 
Selected shopping centers were visited for long periods of time and in 
different days and hours. Although according to the Spiggle (1994) paradigm 
this phase does not include theoretical discussion, a priori constructs may be 
used in order to aid data collection, and therefore two different points of 
view were taken into account: an experiential marketing perspective and 
ethnology of consumption perspective. 
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1.4.6.  Intra-case analysis process 
Analysis was carried out using data corroboration (comparing findings from 
different data sources) and semiotic analysis of marketing materials. Spiggle 
(1994) states that analysis ¨breaks down or divides some complex whole into 
its constituent parts. Through analytical operations researchers dissect, 
reduce, sort, and reconstitute data¨.  
It is in the analysis phase that researchers organize data, extract meaning, 
arrive at conclusions, and generate or confirm conceptual schemes and 
theories that describe the data (page 493). At this stage data is checked for 
¨theoretical sufficiency¨ (Diaz Andrade 2009). 
It is important to note that observation and analysis were not done in a 
completely sequential way. In fact, the analysis carried out on already 
collected data on some cases aided on data collection on other cases. In some 
occasions, it was necessary to go back to sites and collect additional data as 
¨theoretical sufficiency¨ was not achieved with existing data. 
1.4.7. Inter-case analysis process and emerging findings 
Once intra-case analysis was concluded on all cases, a cross-case theme 
development process was carried out. Patterns of similarities and differences 
were detected. Themes were constructed emerging from the findings and 
were then further developed by contrasting findings with the literature. Each 
one of the emerging themes was then discussed extensively in of this work.  
1.4.8. Theoretical discussion process 
The third phase of the research, theoretical discussion is dedicated to 
confronting the findings with the literature, although there is no clear limit 
between phases. According to Spiggle (1994: 492), ¨Inferences result from 
the processes of analysis and interpretation that investigators use to generate 
85 
 
conclusions, insights, meanings, patterns, themes, connections, conceptual 
frameworks, and theories—their representations of the reality described by 
the data. Investigators use both analysis and interpretation, employing them 
in a linear or circular way¨. She sustains that a second round of fieldwork 
(phase 1, observation) may be necessary to understand certain phenomena or 
to test alternate emerging theories. 
She argues that ¨the intuitive, subjective, particularistic nature of 
interpretation renders it difficult to model or present in a linear way. In 
interpretation the investigator does not engage a set of operations. Rather, 
interpretation occurs as a gestalt shift and represents a synthetic, holistic, and 
illuminating grasp of meaning, as in deciphering a code.¨ (page 497) In other 
words, the researcher comprehends a meaning by seeing similarities between 
a new, emerging sign system, new data and previously understood 
information.  
Interpretation can be viewed as translation, or framing phenomena as a 
metaphor or as a simulation. As with the analysis phase, interpretation was 
not completely linear and sometimes work was being done on more than one 
case at a time. 
In summary, according to Spiggle (1994: 497), researchers attempt to 
understand underlying meanings in consumer behavior by studying and 
interpreting: 
(1) The connotations given by consumers to their experiences 
(2) How those meanings fit together and form understandable patterns 
(3) How symbolic forms, rituals, traditions, and consumption and shopping 
related cultural codes reinforce and represent group culture in general. 
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1.4.9. Marketing insights 
The last phase of the research involves developing marketing implications 
and managerial recommendations from the conclusions drawn from research 
findings (Badot and Lemoine 2008). One of the key predicaments 
concerning ethnographic methods is generalizability (Goulding 1998; 
Johnson 1990; cited by Pettigrew 2000): According to Pettigrew (2000), one 
way to overcome this limitation is to focus on causal conduct rather than 
focus on specific experiences. Under these conditions, useful marketing 
implications and managerial recommendations can be formulated from 
ethnographic marketing research. Both strategic and operational insight 
emerged from this analysis. 
1.4.10.  Dissertation Scheme 
This work is presented in four parts as depicted in Figure 5 below. The 
scheme will be presented at the beginning of each chapter. 
 
Figure 5 - Dissertation scheme 
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1.4.11.  Research Timeline 
 
Figure 6 - Dissertation Timetable 
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2013 
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1.5. Expected contributions of this research 
This work builds on the existing CCT related literature on servicescapes, 
shopping and consumption experiences and on literature on shopping centers 
and it attempts to address current gaps in this body of work, as well as to 
provide managerial recommendations based on research findings. It will 
differentiate itself from previous research on shopping centers on five main 
aspects: 
 By studying the phenomenon of shopping centers in Latin America, a 
largely unexplored domain 
 By adding a multicultural perspective to the body of research on 
consumer and shopping experiences at shopping centers through the 
study of 20 cases.  
 By establishing a process of case selection to provide a priori 
variability of cases
34
. 
 By comparing on ¨continuum¨ (Carù & Cova 2007; Roederer 2008) 
the full array of shopping experiences: produced, undergone and co-
driven. This work takes into account both points of view: backstage - 
management and frontstage – consumers (Csaba and Askegaard 
1999) and assesses whether these experiences vary across locations 
as well as the possible causes of variation. Not much has been done 
in terms of the backstage activities and in multiple locations (Tsai 
2010). 
 By developing a comprehensive research design to accommodate all 
of these goals. 
                                                 
34
 Cases can be said to be different ¨on the surface¨. The goal of this research is to analyze 
whether these supposed differences are supported by the deep ethnographic data collected in 
this work. 
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Although it may seem counter intuitive at first, opposing mainstream 
marketing literature, this study puts culture in the forefront of cross-cultural 
shopping center research in the sense that it challenges the Hofstedeian 
stance and attempts to comprehend – instead of calculate – similarities and 
differences. 
Contrary to previous approaches, in this work the geographical component is 
used as a structuring tool and a strong effort is made to escape – or at least to 
acknowledge - the negative effects of stereotyping in the analysis. The term 
¨to compare¨, which in the Hofstedeian tradition is equated with ¨measuring 
differences¨, is here applied more broadly as ¨to examine the character and 
qualities of, in order to discover resemblances and differences¨ (Merriam 
Webster’s Collegiate Dictionary 1997). 
In this work, culture is seen in the sense applied by Askegaard et al. (in 
Nakata 2009: 114), as a reflexive process ¨influenced by individual actors 
(consumers, marketers) who monitor and modify their actions accordingly 
(marketing strategies or consumers’ strategies of identity with regard to 
social differentiation) ¨. An important theoretical contribution of this 
research is thus to attempt to understand - through the analysis of shopping 
and consumer experiences at shopping centers - how cultural identities are 
constructed within retail spaces both at the macro (geographical regions) and 
micro levels (each shopping center). 
This work will suggest how cultural identities affect these consumer and 
shopping experiences and how they relate to the specific macro level 
contexts in which they are embedded (Arnould and Thompson 2005) in 
different parts of the world at one point in time. This is a particularly 
interesting topic under the current trend of globalized corporate investment 
and in light of the recent world economic crisis. 
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This research will also provide insights for managers in the shopping center 
industry by reconciling practitioner literature and the cultural paradigm, thus 
providing comparable data on the relationship between front and backstage 
activities (Bonin 2000; Carù and Cova 2003a; Badot and Lemoine 2008) in 
various locations allowing for an understanding of both sides of the 
consumer and shopping experience (the ¨orchestration¨ as well as the 
¨consumer culture¨ at the root of the experiences). The figure below portrays 
the combination of research approaches considered: 
 
Figure 7 - An overview of related research. Developed by author. 
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Part 2 Observation and Case Analysis 
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¨The paradox is irresoluble: the less one culture communicates with another, 
the less likely they are to be corrupted, one by the other; but on the other 
hand, the less likely it is, under such conditions, that the respective 
emissaries of these cultures will be able to seize the richness and 
significance of their diversity¨ 
Claude Lévi-Strauss (1955) 
Tristes Tropiques 
 
2.1.  Methodology of the research 
At the beginning of any research project, and especially a debutant 
researcher´s project as this one, some hard choices have to be made. Being 
new to the trade comes with advantages and challenges. It is analogous to a 
blank page. With no previous commitment to a specific line of thought or 
¨methodological school¨, a novice researcher could hypothetically resort to 
any approach. Yet being inexperienced in these approaches makes the task 
especially difficult. 
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The choice of the research topic is only the beginning of the process and 
then questions arise as to which research method to use, where to start from, 
which tools to use. The answer lies to some extent in the appropriateness of 
the method for the task at hand, but I firmly believe some degree of 
subjectivity is involved as personal characteristics and skills come into play. 
This research will focus on the phenomenon of shopping centers in major 
urban areas and on the shopping and consuming experiences produced and 
undergone within these retail spaces in different cities and in different 
regions of the world. It will attempt to analyze consumer culture and the 
construction of a communal identity project (Arnould 2005) while 
acknowledging the ¨cultural, historic and societal conditions that make this 
identity and the means of attaining it attractive and legitimate¨ (Askegaard 
and Linnet 2011). It will also attempt to understand how the construction of 
communal identities affects the retail environments in which they take place.  
It is important to recognize that businesses respond to the communities in 
which they are inserted, and therefore it is interesting to evaluate how 
shopping center models and positioning have responded to these constructed 
communal identities through the creation of new operant and operand 
resources. It is consequently worth assessing whether the experiences 
undergone by consumers are in line with the management produced 
shopping experiences in each one of the sites, or in other words, whether 
consumers experienced what management expected them to experience. 
With that goal in mind, I set out to choose a methodology that was adequate 
to fulfill these research goals, but one that was equally adequate to my 
personal characteristics. Although I am confident that my choice is the best 
one I could have made to reach my objectives, I am sure that other research 
methods and techniques could have been used in order to investigate the 
94 
 
same phenomena, maybe just as effectively. I dedicate this section to the 
justification and detailed explanation of my methodology. 
2.1.1. Case selection protocol 
This research concentrated on mainstream ¨traditional format¨ shopping 
centers (ICSC 2012; Dupuis 2002) and yet included shopping centers 
positioned as more upscale and even luxury as these seem to be the new 
trend in the industry and are the core interest of major players in all five 
cities, in the four countries. As previously mentioned, cases were chosen so 
that at least ¨on the surface¨ they represented the variation of the offer in 
each of the chosen cities. 
35
 
It is worth noting, however, that in the last decade shopping centers 
dedicated to a lower income consumer, in and around the poverty line, have 
emerged especially in the outskirts of Brazil´s largest cities. Shopping 
Aricanduva in São Paulo, Shopping Grande Rio in Rio de Janeiro, Shopping 
Center Piedade in Salvador; North Shopping in Fortaleza, Tabatinga 
Shopping in Brasilia; Buriti Shopping in Aparecida de Goiania, to name a 
few, all cater to this emerging consumer basis (ABRASCE 2013). 
The subject of consumption of populations with limited economic resources 
has been covered by many scholars and practitioners alike and is a recurring 
interest of CCT scholars, especially in the last decade (e.g. Ulvner-Sneistrup 
and Ostberg 2011; Small et al. 2010; Ustuner and Holt 2007; Lehtonen 
1999;). Many large corporations have entered this market propelled by 
Prahalad and Hart’s (1998) claim that there is ¨a fortune to be made at the 
bottom of the pyramid¨. It is a very interesting phenomenon, with 
implications ranging from ethical issues to managerial tactics but beyond the 
scope of this project and shall be the subject of further research. 
                                                 
35
 See section 1.4. for a conceptual description and justification of the case selection process. 
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2.1.2. Investigation units: 20 Shopping Centers 
After country and city selection was finalized, 15 shopping centers were 
chosen a priori to be part of the study. Originally three shopping centers in 
each city were chosen. Eventually a fourth shopping center was added to test 
constructs that were being developed throughout the data collection work. 
This section provides a brief description of key characteristics of the 
shopping centers selected in each city. 
2.1.2.1. Buenos Aires and surroundings 
The selected shopping centers for this city were Patio Bullrich, Alto 
Palermo, Shopping Abasto and Unicenter. The original sample included only 
inner city malls, but as the most representative ones were all managed by the 
same company and data showed that Unicenter, although located in the 
Buenos Aires and surroundings area, was a strong competitor, it was 
included in the study for a second round of fieldwork. 
i. Patio Bullrich
36
 
Patio Bullrich is the positioned as the most upscale shopping center in 
Argentina, offering the main luxury brands present in the country
37
 as well 
as some local brands. It occupies a historical building, but several additions 
and reconstructions have made it into a hybrid of modern and classic 
architecture.  
It opened in 1988 in a high income inner city location surrounded by 
embassies and five star hotels. It is a small enclosed mall, with 11.918 m² of 
leasable space, 84 stores and 210 parking spaces. It receives 450.000 visitors 
                                                 
36
 http://www.shoppingbullrich.com.ar/ 
37
 Many luxury brands (such as Lois Vuitton) withdrew from the Argentinian market in 2012, 
after the government current economic policies limiting imports were put in place. The tenant 
mix at Patio Bullrich was severely affected. 
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per month on average and retail sales in 2011 reached approximately 
US$120 million (Estados Contables Alto Palermo SA 2011). It belongs 
100% to Alto Palermo SA, an IRSA Group subsidiary dedicated to shopping 
center ownership and management. 
Patio Bullrich invests heavily on building relationships with hotels and credit 
card companies rather than investing on mass media. It has a magazine -but 
no mobile application- which is sent to preferred customers mostly in 
surrounding neighborhoods and makes no effort to attract families. In fact, 
although until 2007 they offered activities for children, the space has now 
been converted on a large sporting goods store. 
ii. Alto Palermo
38
 
Alto Palermo opened in 1990 and is another IRSA property (100% 
ownership). It has a leasable area of 18.701 m² and 174 stores and 654 
parking spots and is currently the most efficient shopping center in 
Argentina in terms of sales per square meter. Its nearly 1.000.00 visitors per 
month generated approximately US$ 280 million in sales in 2011 (Estados 
Contables Alto Palermo SA 2011). 
It is located in the middle class neighborhood of Palermo, in the intersection 
of two main traffic outlets in the city (Avenida Santa Fe and Avenida 
Coronel Diaz). It is served by various bus lines and a subway station. 
Alto Palermo invests heavily on mass media advertising, as well as building 
relationships with hotels to attract middle class tourists, but does not offer a 
mobile application. It caters to middle class families, especially on 
weekends, and business people during lunch time. It has a recreation area for 
                                                 
38
http://www.altopalermo.com.ar/  
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children, although there is not baby-sitting service available, so parents need 
to be present at all times. 
iii. Shopping Abasto
39
 
Shopping Abasto opened in 1998 and is currently 100% property of Alto 
Palermo SA, (IRSA subsidiary). It is the largest shopping center located 
within city limits and caters to blue-collar and middle classes, with sales in 
excess of US$ 300.000 in 2011 (Estados Contables Alto Palermo SA 2011).  
The Abasto neighborhood was one of the places where immigrants settled in 
Buenos Aires during the 19
th
 and 20
th
 centuries and is arguably one of the 
¨hot spots¨ of the Tango scene. The mall was built on the structure of the 
historical Abasto Market, which used to be the main outlet of fresh foods 
during that time period, and where Carlos Gardel’s
40
 mother was said to 
have worked. It has a surface of 116.645,51 m2 of which about 38.000m2 is 
leasable space. It has 1200 parking spots, 173 stores plus 24 restaurants and 
an average of 1.600.000 visitors monthly. 
It is visited mostly by families on weekends and during vacation periods, 
attracted by the entertainment offers for children, which include the ¨Museo 
de los niños¨
41
 or ¨The Children´s Museum¨, a miniature city where children 
can learn about professions and city life in general. Shopping Abasto does 
not invest heavily on advertising, but rather promotes its offers for children 
in specialized magazines and through press actions. 
  
                                                 
39
 http://www.abasto-shopping.com.ar/ 
40
 Carlos Gardel was one of the most prominent figures of the Tango scene in the beginning of 
the 20
th
 century. He was the son of a single mother, who is said to have worked in this market. 
41
 http://www.museoabasto.org.ar/ 
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iv. Unicenter
42
 
Unicenter opened in 1988 and was the first regional shopping center in 
Argentina. It is located 17 Km outside of city limits and attracts not only 
visitors from the suburbs, but also inner city residents looking for a wider 
offer or a family outing. 
It is currently 100% property of Cencosud, a Chilean based Retail Holding. 
It has a surface of 220.000 m2 with over 300 stores and 14 cinema projection 
rooms and its food court has capacity of 1800 patrons. By 2010 it was 
generating about US$ 750.000 in retail sales (CASC 2010). 
Unicenter invests heavily on mass marketing, with street advertising as well 
as sales promotions and sponsorship of events. It went through a brand and 
mall mix modernization over the last five years, aiming at younger clientele: 
The mall started to innovate sponsoring music events such as the Coldplay, 
Guns & Roses and Lady Gaga concerts in Buenos Aires and pairing these 
sponsorships with sales promotions, sometimes with credit card partners. 
2.1.2.2. Rio de Janeiro and surroundings 
The original sample of investigation units for Rio de Janeiro included 
RioSul, Shopping Leblon and BarraShopping. São Conrado Fashion Mall 
was later included in the second round of fieldwork as it was the first upscale 
mall to be launched in Rio de Janeiro and had reportedly struggled until its 
acquisition by BrMalls in 2007 (BrMalls Annual Report 2013) and now 
continues to operate, using the same upscale positioning strategy. 
Rio de Janeiro is surrounded by a poverty belt and apart from the town of 
Niteroi, which is connected to the city by bridge; no other middle and upper 
class communities are available. Considering that Shopping mall offer is 
                                                 
42
 http://www.unicenter.com.ar/ 
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extremely limited from Niteroi residents, and that a large proportion of the 
population works in the city, all shopping malls included in this study are 
located in inner city areas. Studying the identity construction projects of 
Niteroi residents and effect of their relationships with both Rio de Janeiro 
and Niteroi is also an interesting topic of research, but beyond the scope of 
this project. 
i. RioSul
43
 
RioSul opened in 1980 and was the first modern type Shopping Center to be 
built in the city. It currently has seven fully enclosed shopping floors with 
361 stores, cinema and other activities for children and teenagers. 
It has a total area of 128.320 m
2
 and a leasable area of 49.200 m
2
 and offers 
1.869 parking spaces. RioSul is managed by Brookfield, and is linked to an 
office building and reports 22.000.000 visitors a year, of which 19% would 
be high income individuals and 80% blue collar and middle classes 
(ABRASCE 2013). 
RioSul’s central location has aided in its efficient performance throughout 
the years and it currently offers a bus service to major hotels. It is considered 
to be a prime property in the industry and attempts to capitalize on its 
¨tradition¨ as the first shopping center in Rio by positioning itself as ¨The 
Carioca
44
 Shopping Center¨ 
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 http://www.riosul.com.br/# 
44
 Carioca is the way natives of Rio the janeiro are referred to in Brazil 
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ii. Shopping Leblon
45
 
Shopping Leblon is a fully enclosed mall located in a very traditional 
upscale neighborhood in Rio de Janeiro. It opened in 2007 and currently has 
188 stores, cinema projection rooms, a theatre and 1200 parking spaces 
(valet parking is available), distributed on four levels, with a total area of 
61.759 m
2
 and a leasable area of 23.188 m
2
: It reports having 68% high 
income consumers among its 700.000 visitors per month (ABRASCE 2013). 
It is managed by Alliansce, a major player in the Brazilian shopping Center 
Industry and is connected to a commercial tower offering upscale office 
space. 
Shopping Leblon attempts to cater to the ¨traditional¨ upper class in Rio, by 
offering a mix of local and international brands. Right after opening it 
attracted various brands which were originally located in Sao Conrado 
Fashion Mall (Alliansce 2013). 
The mall offers exhibits related to fashion topics and is also prepared to 
receive tourists, with English speaking staff on the information desks, and 
even hiring a polyglot Santa Claus during Christmas season. It offers free 
Wi-Fi on site and a mobile application. It positions itself as upscale, yet 
connected to Rio de Janeiro lifestyle. 
iii. BarraShopping
46
 
BarraShopping is a regional shopping mall opened in 1981 in an area 
considered as far away from the city center at the time and contributed 
significantly to the area´s development. Barra de Tijuca is nowadays the 
neighborhood undergoing the greatest growth in Rio de Janeiro. The 
shopping center has undergone a serious of expansions and modernizations 
                                                 
45
 http://www.shoppingleblon.com.br/ 
46
 www.barrashopping.com.br 
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over the years. It has a net leasable area of nearly 70.000 square meters, with 
578 stores and over 27.000.000 visitors per year (Multiplan 2012). 
BarraShopping currently has 578 stores, including a full blown gym, over 25 
cinema screening rooms, a bowling alley, a gaming zone for teenagers and a 
kid´s space where parents can leave the children while shopping one site. It 
is part of a large complex composed of a smaller mall focused on 
entertainment with an additional 52 retailers, the Centro Médico 
BarraShopping with 31 medical offices and clinics, the Centro Empresarial 
BarraShopping with 11 office buildings connecting to BarraShopping 
through a suspended pedestrian bridge. 
Consumers at the shopping center are majorly women (72%) and 61% 
belong to A/B social classes
47
. This overall mix is attained in spite of an 
unbalance in the consumer profile between weekdays and weekends, as on 
weekdays visitors are majorly professionals working in the office buildings 
around or near the complex, while on weekends the suburban population 
visits the center in search of family entertainment (Multiplan 2012). 
The most recent addition, the VillageMall, is an upscale complex with over 
26.560,00 square meter of leasable space, 105 stores, with the presence of 
luxury international brands such as Ermenegildo Zegna, Gucci, Montblanc, 
Prada and Tiffany & Co.. BarraShopping is 51.1% Multiplan owned and a 
100% Multiplan managed property.  
Sales in 2012 were in excess of R$ 1,624.7 Million
48
, with a 7,8% increase 
on the previous year, just beating inflation but slightly below industry 
average growth, estimate in 8,8%. This does not include sales of New York 
                                                 
47
 The social classification in A/B/C/D and E classes is widely used in Brazil. The middle class 
would correspond to the C class and the wealthiest individuals would be classified as A class. 
The E class is just above poverty line. 
48
 Roughly US$ 700,000,000 using the average exchange rate for 2013 of R$2, 30 US$.1. 
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City Center, which grossed nearly R$ 210 Million
49
 and VillageMall sales, 
since it opened on December 4th, 2012 in soft opening
50
. The VillageMall is 
said to not have yet reached sales expectations as of 2014. 
iv. São Conrado Fashion Mall
51
 
São Conrado Fashion Mall opened in 1982 in an area where very upscale 
housing was developing due to the overcrowding of the traditional upscale 
neighborhoods in the city and the limited land availability in those areas. 
New apartment buildings offering full services - including golf courses - 
were being launched by the beachfront, yet the largest slum area in the 
country was located only a few blocks away (ABRASCE 2013, IBGE 2013). 
It is a hybrid mall, part enclosed part open air and does not have anchor 
stores, rather it focused on having a wider cultural offer, with a theatre and 
four cinema projection rooms. Its total area is 44.432 m
2
 and its leasable area 
15.000 m
2
 and receives 2.500.000 visitors per year, generating sales of over 
US$ 110.000.000 (BrMalls Annual Report, 2012). 
The mall has a client mix of 65% high income consumers (ABRASCE 
2013). It houses the first Ferrari store in the city of Rio, and has a wide offer 
of luxury brands, although recently some luxury retailers have left the mall 
and opened stores at Shopping Leblon and Village Mall. 
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 Or just over US$ 91,000,000 
50
 Partial results had not been disclosed by the conclusión of this work. 
51
 www.scfashionmall.com.br 
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2.1.2.3. São Paulo and surroundings 
São Paulo’s original investigation units were Shopping Iguatemi, Shopping 
Cidade Jardim and Morumbi Shopping. Shopping Center Norte was later 
included since it became evident that both Shopping Iguatemi and Morumbi 
Shopping had undergone transformations that significantly changed their 
original target market and as Shopping Cidade Jardim was an upscale 
shopping center, it was necessary to include a shopping center catering to a 
blue collar target segment.  
No shopping centers were selected outside of the inner city borders for a 
series of reasons. Although there are limited middle and upper class gated 
communities outside of the city borders, which mimic in many ways the 
suburban lifestyle of the north American middle classes, those are far from 
being the reality of the majority of the population in this study. Although 
observing the shopping and consuming behaviors of these groups is certainly 
an interesting topic, it is beyond the scope of this project. 
As for the middle class and blue collar families living is satellite towns in the 
São Paulo and surroundings area, especially those working for the 
automotive industry in the surrounding areas of the city, they tend to do their 
shopping either at shopping malls in the city or on the streets, given the 
limited availability of malls in those areas. 
Apart from the above mentioned groups, the Greater Sao Paulo area is 
surrounded by a poverty belt. This is yet another interesting topic to study; it 
is also beyond the scope of this project. 
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i.  Shopping Iguatemi
52
 
Shopping Iguatemi was the first mall to open in São Paulo in the 1960’s. It is 
a fully enclosed mall and after a series of renovations, it currently has a 
leasable area of 412.104m2, with 296 stores and 2.430 parking spaces. In 
spite of its location in a high income residential and business area
53
, it was 
originally positioned as a middle class mall.  
Over the last 10 years it has successfully repositioned itself as an upscale 
mall using its tradition, upscale brads present (Burberry, Channel, Gucci, 
Christian Louboutin, Ferragamo, Luis Vuitton, Tiffany &Co., among 
others), services offered (valet parking, personal shopper, delivery of 
purchases, meeting rooms free of charge for members of the loyalty 
program, etc.) and location as differentiating tools, but it still struggles with 
a certain number of inconsistencies that were inherited from the previous 
business model, such as not being able to place all the luxury brands together 
due to contract restrictions. Nevertheless it is the fifth most expensive retail 
space in the Americas, US$4,500/m2 (Cushman& Wakefield 2010). 
It reports profits of over US$ 60.000.000 annually and reports receiving up 
to 50.000 visitors a day at peak season (Iguatemi Annual Report, 2010). 
According to ABRASCE (2013), 46% of visitors are high income 
individuals and 43% middle class individuals. 
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 http://www.iguatemi.com.br/saopaulo 
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 Although not as high as Shopping Cidade Jardim, featured below 
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ii. Shopping Cidade Jardim
54
 
Shopping Cidade Jardim is a fashion shopping center, part enclosed, part 
open air, located in São Paulo, Brazil in an inner city location with the 
highest annual per capita income in the city, approximately US$20.000 
(Shopping Cidade Jardim 2010. It  was opened in 2008 with good 
perspectives in spite of the worldwide economic crisis, the unstable real state 
environment and low consumer confidence (IBGE 2010; Cushman & 
Wakefield 2010) and has had too expansions since then, 2010 and 2011.  
The mall is part of a larger real state complex occupying a parcel of 80.000 
sq. meters, involving 9 upscale residential buildings with 325 apartments 
(each apartment has between 235 and 1,885 sq. meters of area) and 3 high-
end corporate buildings with a circulation of 10,000 people per day 
(Shopping Cidade Jardim 2010; 2011).  The complex is 100% property of 
JHSF, a key player in Brazil’s construction industry with a market cap of 
US$ 620 MM in 2010 (JHSF annual report, 2010; 2011). It is the only mall 
in the São Paulo area that is a part of a real estate complex with residential 
and corporate buildings, guaranteeing a regular inflow of high-income 
consumers.  
It has a total gross leasable area (GLA) is 46,000 sq. meters, with 200 stores 
in four shopping floors and two additional floors with 7 upscale movie 
theaters, a luxury spa, gardens a high-end hairdresser and a famous 
bookstore with conference space and a Reebok gym. Annual consumer 
traffic is 10,800,000 or 30 thousand per day and annual vehicle traffic: 
2,000,000. It has 1,700 parking spaces, generates 2,150 direct jobs and a Net 
Operating Profit of over US$ 33.000.00 (Shopping Cidade Jardim 2010; 
2011). 
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 http://www.shoppingcidadejardim.com/ 
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Figure 8 - Shopping Cidade Jardim and the monthly per capita income distribution in the area. 
Copyright JHSF 
In 2011 an expansion added more commercial space, with new stores and a 
reorganization of the floor mix, concentrating luxury brands on the ground 
floor, mid-range brands on the first floor, and more popular brands on the 
2nd floor. By 2013 there were more than 25 international luxury brands 
represented at Shopping Cidade Jardim, some with exclusivity, which 
account for over 40% of total sales. There was a 51% increase in sales from 
2009 to 2010 and a 20% increase from 2010 to 2011. Average sales per sq. 
meter for Hermès, Luis Vuitton, Chanel and Rolex range from US$ 6.000 to 
US$ 8.000 (Shopping Cidade Jardim Investor Report 2010; 2011), and the 
average ticket price for the mall is US$ 1,700.  
There is a membership program with 3,000 people enrolled. These clients 
spend on average US$ 4,325 per month on clothing and apparel and 10% 
visit the mall on average 10 times a month. Luxury brands present include: 
Balenciaga, Carolina Herrera, Cartier, Chanel, Dior, Emilio Pucci, 
Ermenegildo Zegna, Fendi, Giorgio Armani, Gucci, Hermès, Issa, Jimmy 
Choo, Louis Vuitton, Miu Miu, Mont Blanc, Petrossian, Prada, Rolex, 
Salvatore Ferragamo, Tag Heuer, Tiffany&CO, Valentino and even a store 
107 
 
that sells boats and helicopters (and is called, interestingly enough, Tools 
and Toys). 
iii. Morumbi Shopping
55
 
Morumbi Shopping is a regional shopping mall opened in 1982 in an area 
considered as far away from the city center at the time, but which eventually 
became an economic center for the city. After several renovations and 
expansion, it currently it has 480 stores in its 207.,712 m2 and 55.085m2 
leasable area, with 3100 parking spaces. It receives over 15 million visitors 
per year (Multiplan, 2011) and was the chosen location for leading global 
retailers Zara and Fnac and by Starbucks to open their first store in São 
Paulo. It is a 65.8% Multiplan owned and 100% Multiplan managed 
property. 
Morumbi shopping is part of a complex involving various office buildings, 
some already in operations. Next to it (literally across a small side street) 
there is a smaller Shopping Center, Shopping Market Place, managed by a 
major competitor, Iguatemi. Its sales were in excess of R$ 1.306,6 million
56
 
in 2012, a 5,5% increase in comparison with 2011, but when inflation is 
factored in, sales can be considered to have been stable yet below industry 
average growth, which was 8,8% (Multiplan 2012). 
The center is not located at a high-end residential neighborhood, but rather 
within easy accesses of a few upper middle class zones where income is 
143% higher the city´s average. It is placed in a very important business 
area, which favors traffic of high-income, highly educated, young patrons on 
weekdays and has become a convenience option for professionals working at 
the Av. Luis Carlos Bernini and surrounding areas, which explains why a 
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 http://www.morumbishopping.com.br/portal/ 
56
 Or approximately US$ 610,000,000 
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center not positioned as high-end has a 91% patronage of A/B class 
consumers, 79% with an undergraduate degree or higher (Multiplan 2009). 
Weekends are a completely different story. Aisles are full of lower middle 
class and blue collar patrons, mixed with neighborhood upper middle class 
regulars looking for a family outing.  
iv. Center Norte
57
 
Shopping Center Norte opened in 1984. It was the first Shopping Center on 
the north side of the city, where an emerging middle class was growing 
rapidly in a traditionally blue collar zone. It is located right on the edge of 
the Marginal Tietê speedway, which is one of the main accesses of the city. 
Today the shopping center is part of a complex composed of an exhibit 
center (Expo Center Norte), a Home Center (Lar Center) and a Four Star 
hotel, under the Novotel flag. 
The complex is 100% property of the Baumgart Group, a very large family 
owned industrial group and one of the largest fortunes in Brazil. The family 
is known for being low-profile and ethical in business and still participates 
actively in management. 
Shopping Center Norte alone is estimated to generate R$ 600.000
58
 in 
income, with 120.000 visitors per day making it the highest income per 
square meter in the city. It has 330 stores and a hypermarket. Anchors are 
C&A, Cinemark, Renner, Riachuelo e Saraiva MegaStore, and over 50 
restaurants (Shopping Center Norte 2013). 
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 http://www.centernorte.com.br/ 
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 Approximately US$ 260,000,000. 
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2.1.2.4.  Paris and surroundings 
Original investigation units in Paris were Parly 2, Le Quatre Temps and 
Créteil Soleil. Le Millenaire was launched after the first round of fieldwork 
in Paris and although marketing investment was significant, results seem to 
be below expectations and therefore it was a case worth including. 
i. Parly 2
59
 
Parly 2 opened in 1969 and was one of the pioneers of the format of modern 
shopping centers in Europe. It currently has 200 stores and averages 
13.300.000 visitors per year (Unibail-Rodamco, 2012) with sales exceeding 
700.000.000 Euros per year (Nappi-Choulet 2012). 
It was renovated between 2011 and 2013 and a new expansion phase was 
launched in 2013. The goal is to preserve the mall heritage as a classic 
shopping destination for suburban upper and higher classes around Paris, 
while catering to a contemporary consumer pool. The décor is thus themed 
as ¨60’s cool¨ recognizing a consumer trend of appreciation of vintage 
references. 
Although the mall currently offers a Gym and movie theaters and on 
Wednesdays
60
 and during vacation periods there are activities for children, 
the center is not positioned as an entertainment center, but rather a fashion 
destination. It restaurant offer is limited and composed mostly of fast food 
options. There is free Wi-Fi and a mobile application aids in store location 
and has an activities and promotions guide.  
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 http://www.parly-2.com/W/do/centre/accueil 
60
 Primary school children do not have classes on Wednesdays in France. 
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ii. Le Quatre Temps
61
 
Le Quatre temps opened in 1981 and was renovated fully in 2008. It is 
located at the Esplanade de La Défense, a prominent business area right 
outside of the Paris Metropolitan area, yet it is still served by the subway 
system. Its privileged location aids in attaining over 61.7 million visits every 
year and generating sales in excess of 850.000.000 Euros per year, the 
highest sales turnout at a Shopping Center in France. As in all Unibail-
Rodamco centers, free Wi-Fi and a mobile application are available 
(Unibail-Rodamco 2012). 
The mall offers a variety of events, such Christmas festivals and music and 
dance performances on weekends or during lunchtime. Its 230 stores occupy 
a leasable area of 130.000 m
2
, spread out in four floors and four different 
décors, differentiating target segments in each area. Its four areas have 
different appeals (Unibail-Rodamco 2008): 
 The Kiwi zone: dedicated to home equipment, the décor is based on 
green and brown tones and is partially naturally lit, with large planters 
and its two levels are connected by a panoramic lift. 
 The Cassis zone, centrally located, is also partially naturally lit, has a 
minimalistic décor, offering a pleasant shopping experience. 
 The Framboise zone is built around the ¨Dome¨, a large glass ceiling 
allowing the entrance of natural light. It offers apparel and is positioned 
as ¨glamorous¨ and ¨girly¨ and is generous in the use of fuchsia tones. 
 The Mandarine zone is the largest area of the mall, comprising the 
food courts the cinema offerings and the anchor supermarket. It 
portrays several artistic works.  
                                                 
61
 http://www.les4temps.com/W/do/centre/accueil 
111 
 
iii. Créteil Soleil
62
 
Créteil Soleil was opened in 1974 and currently has a leasable area of 
140.000m
2 
with 230 stores in three levels and a three level parking with 5300 
parking spaces. It has a traditional and modest architecture and received 
19.000.000 visitors in 2012. It is currently the third shopping mall in terms 
of sales figures in the Paris and surroundings area (behind Le Quatre Temps 
and Velizy 2), exceeding 635.000.000 Euros in 2012 (Klepierre 2012).  
It has a strong focus on the local community and offers events and services 
to contribute to community life while increasing visitation. Through 
contracts with government agencies and the chamber of commerce it has 
contributed with scholarships and hosted a center aimed at aiding youth in 
job each as well as in the communication of professional training available 
through various sources. 
It is located in an area where youth unemployment is high and urban 
violence is increasing, yet it is relatively close to other middle class 
neighborhoods with higher living standards. It caters to blue-collar and 
middle classes (Klepierre 2012). 
iv. Le Millenaire
63
 
Le Millenaire was opened in 2011 with high expectations. It used its location 
by the riverside as a differentiating component of its positioning: ¨The 
Shopping Center by the waterfront¨. Its contemporary and clean architecture 
with plenty of natural light, its restaurants bordering the river and most 
major retailers present, the mall was estimated to attract large crowds. Yet 
sales were disappointing as only 6.000.000 visitors went to the mall during 
its first year (Klepierre 2012). 
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It is located in Aubervilliers, a fast growing middle class area and has over 
1.000.000 inhabitants within its area of influence. However, the mall 
encountered several difficulties during implantation, ranging from 
transportation deficiencies to a unions ban on Sunday opening (Le Parisien 
2013). 
Through the use of heavy promotions, the mall has managed to remain open 
and by enforcing contracts with anchor stores, store closing has been 
minimized. Nevertheless, after a legal and a public relations battle, FNAC, 
one of the original anchor stores, closed its store at the mall in 2013. The 
closing was credited to low traffic, although sales were reported to have 
increased 7.9% over the second year of operation (Klepierre 2013). 
2.1.2.5.  London and surroundings 
The fieldwork for Westfield London and Bluewater Kent was done during 
the first round of work in London and although Westfield Stratford City had 
already been launched at that time, it was decided to leave it for a second 
visit later on, when, after the London Olympics, the center would be more 
established. Brent Cross was later added since it is a traditional center, target 
at blue collar and middle classes and was the largest shopping center with 
the largest visitor´s pool reachable by London Underground until Westfield 
Stratford City was launched. The study of how these two centers interacted 
and affected each other in terms of consumer base and the similarities and 
differences in architecture and design between two centers targeted at the 
same public but built under different paradigms seemed interesting. 
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i. Westfield London
64
 
The Westfield London mall opened on Shepard´s Bush in 2008, right after 
the beginning of the 2008 economic crisis, but has managed to remain 
competitive at targeting fashion conscious upper middle class and high 
income consumers, as well as families on weekends. In fact, its luxury 
¨wing¨ - The Village at Westfield¨ - is attracting new retailers and expansion 
plans involving retail, residential and mixed-use spaces have been approved. 
An investment of over £1 billion will add an additional 51.000 m
2
 to the 
project. 
Currently Westfield London offers 162.539 m
2
 of leasable space and 374 
retailers. Its 20.000.000 visitors a year generated nearly £962.000.000 in 
sales in 2012 (Westfield 2012). As with other Westfield properties, free high 
speed Wi-Fi connection is available at the mall. A mobile application offers 
access to general information – such as floor plans – but also provides a list 
of promotions, an event datebook and direct link to the London Westfield 
channel on YouTube, broadcasting fashion videos. 
Westfield London launched its first prime Fashion TV ad in 2012 during 
London Fashion Week. It was part of a larger campaign including print and 
outdoor media. As part of the same campaign it also became the first mall to 
take part in Vogue’s ¨Fashion Night Out¨ event by holding a runway show at 
the mall featuring UK models such as Yasmin and Amber Le Bon and Lizzy 
Jagger. The event was accompanied by promotions from top fashion retailers 
at the mall.  
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ii. Bluewater Kent
65
 
Bluewater is a regional shopping center by ICSC standards. It is located 27 
Km outside of London, in Kent, and receives nearly 30.000.000 visitors per 
year. Visitors spend, on average 151 minutes at the mall and distance 
travelled to Bluewater is steadily increasing, which demonstrates the 
regionalization of its client base. The center has a leasable area of 
approximately 150.000 m2 over two levels, employs over 7.000 people, has 
7 lakes on the property and is currently the fourth largest shopping center in 
England, and the second largest in the London and surroundings area, after 
Westfield Stratford City. 
Bluewater is constantly evolving and in 2011 a new events venue, with a 
3.000 m2 green roof and an increase in the leasable area by 20%, converted 
it into the largest shopping center in the London and surroundings area
66
 and 
created at least 1.500 new jobs. The events venue adds to the entertainment 
component of Bluewater´s strategy, by organizing themed promotions linked 
to trade shows being held at the event. Bluewater is currently owned by four 
groups, Prudential PLC and PRUPIM (35%), Lend Lease Europe Ltd (30%), 
Lend Lease Retail Partnership (25%) and Hermes (10%).  
Customers spend on average over £130 on each visit, generating over 
£1.0900.000.000 in sales revenues. Its sales concentrations are second only 
to Heathrow Airport. According to Lend Lease Investor information (2011), 
72% of consumers are upper middle class, ¨spending £1 in every £10 spent 
in England¨. (Lend Lease 2011). Bluewater has reported a sales increase of 
6% in 2012 over the same period in 2011. 
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 Westfield Stratford City, opned in 2012 is now the largest Shopping Center in the London 
and surroundings area. 
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The current floor plan is a triangular shape with 330 stores, including 3 
anchor stores, over 50 cafés and restaurants, 13.000 free parking spaces and 
a great variety of leisure activities, including miniature golf, activities for 
children and a 13-screen cinema. The architecture of the mall was a result of 
consumer research and the triangular design was conceived to make 
shopping easier. Each of the three anchor stores (John Lewis, Marks & 
Spencer and House of Fraser) is located in one of the edges of the triangle, 
connected by three distinct shopping areas, each with a different name. The 
idea behind this design was to appeal to different customers: 
• The Guildhall features premium (although not luxury) fashion retail, 
together with lifestyle stores and gourmet restaurants and cafés.  
• The Rose Gallery is family oriented with mainstream retailers.  
• The Thames Walk offers mainstream fashion, cafés and 
entertainment. 
Since its launch, the mall was positioned as a ¨real alternative to shopping in 
London’s West End¨ Bluewater was presented in its launch campaign as 
a ¨tranquil, modern, cool and orderly environment, a leisure and retail 
destination that would attract upmarket mainstream retailers and a broad 
spectrum of customers¨. The key aspects of its brand identity were 
innovation, excellence, integrity y and customer focuses. (Glazer 2012). 
Bluewater praises itself on being part of the community, and aiding the 
development of the Dartford area through its Learning Center, which has 
prepared over 30.000 adults for the job market, and its sustainability actions, 
which were recognized by a number of awards. Management consults with 
the community before taking any major action that could affect the 
development of the region. 
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iii. Westfield Stratford City
67
 
Westfield Stratford City opened with 97% occupancy in 2011, shortly after 
the London riots, next to the London 2012 Olympics Stadium. It received 
approximately 47 million visitors on its first year (9 million of which during 
the Olympics and Paraolympics events) and sales exceeded £500.000.000 on 
the first six months and reaching £1.060.000.000 after the first full year 
(Westfield 2012). 
Westfield Stratford City is all about entertainment. It has a leasable area of 
174.851 m
2
 and offers 250 shops, 70 bars and restaurants, a 17 cinema 
projection rooms, a Bowling alley and the largest casino in the UK (Aspers), 
located on the mall´s third floor and open 24 hours a day. As with all 
Westfield mall, there is free Wi-Fi on site and a mobile application aids 
visitors in locating stores, promotions and special events, as well as 
accessing the Westfield channel on YouTube.  
The mall is located on a former industrial zone, which is now being 
remodeled. The Westfield group also has shares on residential projects in the 
area. Attendance has remained strong after the games, although some 
adaptation of the mall mix has taken place, as fewer tourists are expected to 
visit the mall. The post-Olympics target of the mall is middle class families 
and young adults. 
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iv. Brent Cross
68
 
Brent Cross opened in 1976 and the first ¨stand-alone¨
69
 shopping center in 
the UK. It was remodeled in 1995 and currently has 117 retailers and a 
surface of 260.000 m2, and is currently undergoing an expansion that will 
nearly double its size, as a part of the Cricklewood - Brent Cross 
regeneration project. It is located in the outskirts of London, in the second 
largest borough by population, with over 330.000 inhabitants, of which 67% 
are owner-occupants of their homes. The area holds a large Jewish 
community (approximately 15% of the population), the largest concentration 
in the UK (office of National Statistics 2011).  
The mall targets middle class families and offers a wide range of 
entertainment activities, especially on weekends. It attracts 15.000.000 
visitors a year, who spend an average of 95 minutes and £105 at the mall. 
The average visitor frequency is 4 times a month, generating annual sales of 
£1.060.000.000 (Hammerson Portfolio Key Facts, 2012). It does not invest 
in mass advertising, as most of its visitors come from neighboring areas. 
Rather it focuses on providing entertainment for the local population. 
Brent Cross was the focus on controversy on the safety of shopping centers 
in the UK, when it was raided by four masked men. Robbers stole an 
estimate of £2.000.000 in watches and other jewelry from a store during 
opening hours in 2012 (BBC News 2012). Hammerson and Standard Life 
share ownership of Brent Cross. 
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 Stand-along as in not a part of a larger real estate development. 
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2.1.3.  Summary of Selected Shopping Center Characteristics 
The table below summarizes the characteristics of each of the shopping 
centers selected. The sites which were added for the second round of 
fieldwork are places in the last row of each table. All the selected shopping 
centers are either enclosed (malls) or hybrid (part enclosed, part open air), 
and belong to one of these three categories: superregional centers, regional 
centers or fashion shopping centers (Dupuis et al 2002).  
These Shopping Centers represent the offer available in each of the cities in 
terms of the above mentioned format. According to their marketing and sales 
data, they cover different profiles of consumers and different geographical 
locations within each city. The tables below summarize the characteristics of 
each of the four selected shopping centers using the a-priori criteria of 
variability. The cases on the last column are the ones added in the second 
round of fieldwork.
70
: 
 
 
Figure 9 Characteristics of selected Shopping Centers in Buenos Aires and 
surroundings. 
                                                 
70
 Shopping centers added for the second round of fieldwork were: Unicenter, Sao Conrado 
Fashion Mall, Center Norte, Le Millenaire and Brent Cross. Westfield Stratford City was 
included in the first round of fieldwork but was studied in the second round because it was still 
operating under soft-opening during the first round. 
Patio Bullrich Alto Palermo Abasto Unicenter
Fashion Shopping Center, 
enclosed (mall), in an upscale 
nieghborhood, in an inner city 
location.  It targets middle to 
upper classes, tourists (mostly 
high expenditure travelers).
Fashion Shopping Center, 
enclosed (mall).  It is located 
in the city, in a middle class 
neighborhood. It targets blue 
collar to middle class, some 
tourists (mostly low budget 
travelers).
Regional Shopping Center, 
enclosed (mall), targeting  
blue collar to middle class 
from inner city 
neighborhoods, families and  
some tourists (mostly low 
budget travelers). It is 
located in a former 
immigrant area of the city.
Superregional Shopping 
Center, enclosed (mall), 
with a very wide range 
clientele, located in a 
prominent business area 
with a diverse mix of 
housing options.
Selected Shopping Center Characteristicas - Buenos Aires
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Figure 10 Characteristics of selected Shopping Centers in São Paulo and surroundings. 
 
 
Figure 11 - Characteristics of selected Shopping Centers in Rio de Janeiro and surroundings 
 
 
Figure 12 - Characteristics of selected Shopping Centers in Paris and surroundings 
 
 
Figure 13 - Characteristics of selected Shopping Centers in London and surroundings 
  
Shopping Iguatemi Shopping Cidade Jardim Morumbi Shopping Center Norte
Pioneer in the Brazilian 
market. Regional Shopping 
Center, enclosed (mall). 
Luxury brands share space 
with blue-collar/middle class 
brands (eg. Vuiton and C&A)..
Fashion Shopping Center, 
hybrid (part enclosed, part 
open air). Located in one of 
the highest GDP per capita 
zones in the country. Very 
wide offer of luxury brands .
Regional Shopping Center, 
enclosed (mall), with a very 
wide range clientele 
including many business 
people from adjoining areas 
during lunch and after work 
(gym) (more upscale), and 
blue collar to middle class on 
weekends.
Fashion Shopping Center, 
enclosed (mall). It was one 
of the first shopping centers 
with such a large surface in 
Brazil. Built in a very 
traditional blue collar to 
middle class area.
Selected Shopping Center Characteristicas - São Paulo
Rio Sul Shopping Leblon Barrashopping São Conrado Fashion Mall
Fashion Shopping Center, 
enclosed (mall). Located in 
the city, on a key access route.  
It targets  blue collar to 
middle class, some tourists 
(mostly low budget travelers)
Fashion Shopping Center, 
enclosed (mall) in an upper 
class inner city 
neighborhood. It targets 
middle to upper class, 
tourists (mostly high 
expenditure travelers) and 
offers some upscale brands 
like Armani.
Regional Shopping Center, 
enclosed (mall), targeting 
blue collar to middle class. It 
is located in the outskirts of 
Rio and is now attempting to 
appeal to the  upper class by 
opening an adjoining  upscale 
mall.
Fashion Shopping Center, 
hybrid (part enclosed, part 
open air. Although originally 
conceived to be an upscale 
mall, currently it has a very 
wide range clientele. 
Selected Shopping Center Characteristicas - Rio de Janeiro
Parly 2 Le Quatre Temps Creteil Soleil Le Millenaire
Regional Shopping Center, 
enclosed (mall). Located in 
the outskirts of Paris, near 
upscale neighborhoods. It 
targets middle to upper class 
from the Paris suburbs.
Regional Shopping Center, 
enclosed (mall). It targets 
middle to upper class, 
business people from the 
area and some tourists 
visiting La Defense.
Regional Shopping Center in 
the outskirts of Paris. It is an 
enclosed (mall) targeting 
blue collar to some middle 
class. 
Regional Shopping Center, 
enclosed (mall), built in the 
outskirts of Paris. It caters to 
blue collar to middle class 
and had transportation 
issues at the beginning of its 
implantation.
Selected Shopping Center Characteristicas - Paris
Westfield London Blue Water Kent Westfield Stratford City Brent Cross
Fashion Shopping Center, 
enclosed (mall). It is located 
right by the city edge and 
targets middle to upper class. 
Superregional Shopping 
Center, hybrid (part 
enclosed, part open air), 
targeting blue collar to 
middle class and some 
tourists It focuses on offering 
an entertainment experience 
to groups and families.
Built for the 2012 Olympics, it 
is now a Regional Shopping 
Center, enclosed (mall). It is 
located in a former industrial 
zone, being developed to 
become an young families 
and professional  
Regional Shopping Center, 
enclosed (mall), catering to 
blue-collar to middle classes 
in the outskirts of London.
Selected Shopping Center Characteristicas - London
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2.1.4. Geographic location of selected shopping centers 
The following maps show the location of the four shopping malls selected in 
each city: 
 
Figure 14 - Location of Selected Shopping Centers in Buenos Aires. Copyright Googlemaps 
 
 
Figure 15 - Location of Selected Shopping Centers in São Paulo. Copyright Googlemaps 
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Figure 16 Location of Selected Shopping Centers in Rio de Janeiro. Copyright Googlemaps 
 
 
Figure 17 - Location of Selected Shopping Centers in Paris Copyright Googlemaps. 
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Figure 18  - Location of Selected Shopping Centers in London. Copyright Googlemaps 
 
2.1.5. Research process 
The research topic was defined in 2010. Initial statistical and management 
produced data was collected and a priori constructs were established in order 
to aid data collection (Eisenhardt 1994). Two different points of view were 
taken into account: an experiential marketing perspective and a cultural 
perspective. Selected shopping centers were then visited for long periods of 
time and in different days and hours during the two successive rounds of 
fieldwork, carried out in all five cities until October 2012.  
Analysis and interpretation were done concurrently with the fieldwork on a 
case by case basis. The comparative analysis was done once all the cases had 
been analyzed individually. The fourth and last phase of the research 
encompasses obtaining marketing implications and managerial 
recommendations from the conclusions drawn from research discoveries 
(Badot and Lemoine 2008) and was carried out in September 2013. 
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2.1.5.1. Access to the field 
The fieldwork required extended periods of immersion in each of the 
cultures involved and required that the researcher feel comfortable 
expressing ideas in all four languages, English, French, Portuguese and 
Spanish. In certain cases even the family participated in the fieldwork, acting 
as consumers at the sites and thus aiding the researcher in understanding 
consumer behavior in these locations. Creativity was also necessary to 
overcome difficulties during fieldwork, as can be seen from the picture 
below: 
 
 
Photograph 1 My daughters playing at the children´s club at Shopping Iguatemi. Taking 
pictures is forbidden, unless you are taking pictures of your own children. Taken by author. 
The research schedule was built around the author’s timing limitations. For 
instance, the Brazilian fieldwork was carried out during family vacations and 
the author’s maternity leave from her teaching duties at the University in 
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Argentina, while London and Paris were studies during the extended stays in 
Paris programmed according to coursework. 
2.1.5.2. Introspection 
Béji-Bécheur et al. (2012) sustain that ¨the researcher’s own questioning of 
her own prejudices and her relationships to identity and the other are 
essential to defining the constructs¨ (page 509), especially in multicultural 
research. Given that this work relies heavily on cultural interpretation and 
that language skills as well as openness to understanding the different 
aspects of culture are key factors in this type of work
71
, it seemed relevant 
and adequate to pursue this approach. 
According to Gould (2008) there are two forms of introspection: narrative 
and metacognitive. Narrative introspections would provide a description of a 
personal experience while acknowledging its insertion in a given cultural 
and personal context; metacognitive introspections, however, suggest a 
deconstruction of the cultural assumptions at the root of our narratives and 
subsequent interpretation of the phenomena under study. This work aligns 
itself with the latter type of introspection and aims at understanding the 
processes of acculturation and resistance embedded in the daily life of the 
researcher and her inner circle of relationships through the deconstruction of 
the researcher’s own identity, including her ethnic awareness. 
With that goal in mind, a conceptual understanding of the processes of 
acculturation and resistance and their role in the construction of personal 
identities and ethnic awareness was used as an initial theme for the 
interpretation of the data (Eisenhardt 1994; Holbrook 1995).  
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 Although this research is presented fully in English, observation was carried out using local 
language in all locations to minimize biases in interpretation.  
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Rather than using exclusively a narrative description of the facts, other forms 
of expression were used as suggested by Minowa et al. (2010). Specifically, 
photographic records and home videos of daily life events were analyzed. In 
fact, not only the content or visual element was examined, but also the 
context in which they were produced and the choices made regarding 
keeping or discarding records of certain events or alternatively not recording 
certain life experiences to begin with.  
A careful organization of the data was followed, as proposed by Wallendorf 
and Brucks (1993). Initially photographic records and home videos were 
organized either chronologically or referring to the “main character” in the 
photograph or video (which could be the author or one of her close 
relations).  
Subsequently records were analyzed according to emerging categories such 
as birthdays, vacations, events. They were then coded according to the initial 
themes of analysis - resistance and acculturation - and finally, as inferences 
emerged, sub categories were transformed into new themes of analysis. 
Manual coding was preferred to software mediated coding. Although 
software aids significantly in organizing data, this researcher felt that manual 
coding would require a deeper immersion on the data set, which would be 
more adequate for a metacognitive introspection piece. 
This process was also used as memory aid for the author to develop a 
narrative text of her life experiences and her close relationships. Initially an 
objective analysis was carried out based on both the narrative text and the 
photographs and home videos. In a second approach, the symbolic 
interpretations of each of these events were registered. Finally, following 
and iteration between analysis and interpretation, the complete data set was 
catalogued around the final themes and each of them was then analyzed in 
further detail (Gould 2008). The process resulted in a wide list of emerging 
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themes including food, clothing, language, formal education and national 
traditions. The introspective narrative generated is included in Part 2 of this 
work. 
2.1.5.3. Fieldwork 
The fieldwork was divided into two consecutive phases. Both were 
permeated by processes of observation, analysis and interpretation on a case 
by case basis. 
i. First round of fieldwork 
Fieldwork was carried out in all five cities in the first round. It ran from 
April 2010 to October 2011. Observation started in Buenos Aires and three 
shopping centers were studied at this stage: Patio Bullrich, Alto Palermo and 
Shopping Abasto.  
Work in São Paulo was intercalated and mostly done simultaneously with 
Buenos Aires. Three shopping centers were studied during the first round: 
Shopping Iguatemi, Shopping Cidade Jardim and Morumbi Shopping. Work 
in Rio started when fieldwork in Buenos Aires and São Paulo was mostly 
done. Three shopping centers were studied: RioSul, Shopping Leblon and 
BarraShopping. 
The Paris and surroundings and London areas where studied simultaneously 
during my temporary residencies in Paris, which took place on eight 
occasions between 2009 and 2013. Three shopping centers were originally 
studied in Paris, Parly 2, Le Quatre Temps and Créteil Soleil. As for London, 
the following two shopping centers were studied in the first round: Westfield 
London and Bluewater Kent.  
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Westfield Stratford City had already been selected as an investigation unit by 
this time, but it had been recently launched and still operating under ¨soft-
opening¨ at the time. Considering this fact and that by that time it was 
already clear that a second round of fieldwork would be necessary, it was 
decided that Westfield Stratford City would be included in that second 
round, allowing time for its operations to be stabilized. 
ii. Second round of fieldwork 
The second round of fieldwork was considered necessary after a preliminary 
analysis of the data collected for the initial cases. Some constructs that were 
being developed needed testing and gaps in the theoretical sampling initially 
done needed to be covered. 
It followed the same process as the first round of work. One additional site 
was added to every city (with the exception of London that two sited were 
added, as Westfield London had already been selected but not researched).  
The second round of fieldwork in Brazil and Argentina were done first as it 
was decided that the best timing for the fieldwork in London would be after 
the Olympics, when city life would be returning to normality. Shopping 
centers studied in the second round are: São Conrado Fashion Mall (Rio de 
Janeiro); Center Norte (São Paulo); Unicenter (Argentina); Le Millenaire 
(Paris); Westfield Stratford City and Brent Cross (London). After the second 
round of fieldwork, a second distancing from filed was observed before 
moving into the analysis phase. 
2.1.5.4. Ethical dilemmas in social research 
Ethical dilemmas in social research have been subject for concern since the 
1970´s and a series of questions have been raised that need to be addressed 
in order guarantee that social research works for the benefit of society and 
128 
 
does not jeopardize individual rights (Sieber 1982; Sieber & Stanley 1988; 
Hill 1995; Hyden 2008). Some of the issues that need to be addressed 
include: 
 How can spontaneous behavior be studied without deception? 
 How can individual interests in privacy be preserved while making 
data collection viable? 
 How far can the relationship between a researcher and a subject go 
under participant-observation processes? 
 Is informed consent always necessary? Is it feasible? 
Considering that this work is based on participant-observation in public 
spaces, it deals with a series of ethical dilemmas. For instance: 
 How can one compare cultures without implying a certain cultural 
judgment? 
 How can one interact with people and obtain accurate information 
without interfering with the ¨natural course¨ of their actions? 
 How can one respect privacy and at the same time gather enough 
data? 
 How can one justify one´s findings without disclosing ¨too much 
personal information¨? 
According to Lévi-Strauss (1955), it is impossible for one culture to observe 
the other without both affecting each other. The same applies to participant-
observation in general. As long as the researcher needs to engage in the 
events under study in order to observe them, it is an unavoidable fact that 
researcher will affect the phenomena under observation. The key is hence to 
minimize this interference. For instance, the researcher should consider 
applying, at least to some extent, the dress codes of the culture under study. 
129 
 
Equally important is the issue regarding informed consent. When a 
researcher is observing crowd behavior in a public place, it might not be 
feasible to seek consent from all the individuals passing through that space. 
In those situations, waivers of consent may apply; as long as the research 
involves ¨no more than minimal risk for research participants¨ and it could 
not viably be carried out were informed consent to be essential.  
Similarly, publicly available information about individuals, such as 
observations in public places, analysis of public records or archival research, 
may also be applied without obtaining consent, as long as the above 
conditions also apply. Under such conditions, the confidentiality of any 
private information must be upheld (American Sociological Association 
2013). 
2.1.5.5.  Techniques and tools applied in site and phenomena 
observation 
Market ethnography is the theoretical standpoint centered on the concept of 
culture and its relationship to observed behavior as the primary instrument 
for understanding and explaining consumer dynamics (Arnould and 
Wallendorf 1994; Desjeux 1990, 1997; Mariampolski 2006). This 
methodological approach depends on direct contact with the consumer in its 
natural setting and delivers behavioral and attitudinal data. 
Healy et al. (2007) propose that ethnography can provide a holistic account 
of the experiential retail phenomenon through understanding, describing and 
interpreting the consumer in the authentic context in which human 
transactions occur. The essential distinction of this approach is that 
participant-observation establishes as few barriers as possible between the 
consumer and the researcher, and therefore it allows for a context sensitive 
understanding. 
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This implies that the effect of other consumers or the physical setting can be 
considered in the research findings. It is important to note that these 
characteristics of the technique frequently cause ethnographic work to be 
less structured and more spontaneous. It tolerates improvisation, allowing 
the researcher to explore unanticipated discoveries as they emerge during 
fieldwork: ¨serendipity findings¨ (Eisenhardt, 1994). 
The study employs a multi-technique approach to data collection (Arnould 
and Wallendorf 1994) and the case study method described by Bonoma 
(1985), as proposed by Badot and Lemoine (2008), according to which 
different data sources were used: 
Quantitative data was collected for case pre-selection (corporate and 
financial information, demographic data, frequency of visits, average ticket 
price) using desk research methods. Qualitative data was collected 
(behaviors, experiences, marketing materials) using and ethnographic 
protocol to develop the case narratives. Personal interviews with mall 
operators and industry experts served a dual function of understanding 
market dynamics and collecting both quantitative and qualitative information 
of specific centers and of the industry in general. 
Technology provided this work with a resource that was previously 
unimaginable to researchers. Every time this author was on the filed she was 
able to access anything and everything she needed and all the data 
previously collected. Data collected on site visits was stored on an iPhone 
and it was synchronized with an iPad, a PC and with three different cloud 
storage providers (Dropbox, Sugarsync and iCloud) to minimize the risk of 
losing data. 
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2.1.5.6. Participant-Observation 
According to Bogdan and Taylor (1975), participant-observation is 
characterized by intense social interactions between the researcher and her 
informants in real life situations over a period of time. Data is systematically 
gathered while the researcher is immersed in the subjects’ life, sharing their 
experiences. Bryman (1989) proposes that this process allows the researcher 
to understand these observed experiences -implying empathy - rather than 
simply explaining facts, which would be the result of an exterior causal 
analysis. 
Under this protocol, the researcher has a dual role of observer and consumer 
at the shopping centers visited. This included reaching the center by the most 
commonly used form of transportation in each case, using the services 
provided as much as possible while at the center and interacting with both 
other visitors and employees of both the center and individual stores. 
 
 
Photograph 2 - Paris Public Transportation Card. Taken by author. 
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Photograph 3 - London Public Transportation Card. Taken by author. 
 
 
Photograph 4 - London Tube Map. Taken by author 
. 
As a complement to participant-observation at the twenty chosen sites, a 
limited amount of netnographic work was applied to test developing 
constructs. Netnography. is participant-observation ethnography based on 
online fieldwork and as with participant observation, its goal is to provide 
ethnographic sense and ¨representation of a cultural or communal 
phenomenon¨ (Kozinets 2010) It assures accessibility, anonymity and 
facilitates archiving procedures, allowing researchers to engage in stories 
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presented by informants on a freely accessible public forum without 
affecting the research participants. 
Due to its characteristics, Netnography assists in researching sensitive topics 
as the researcher can covertly gather and analyze data. As with any covert 
approach, it raises issues of ethicality. Nevertheless, considering that posts 
used were freely available to the general public and participants were kept 
anonymous, ethicality is maintained (Langer and Beckmann 2005, cited by 
Veer, 2011). According to Kozinets (2010) ¨if the researcher does not record 
the identity of the communicators and if the researcher can legally and easily 
gain access to these communications or archives¨ (p.142), the research may 
be exempt of the need for informed consent.  
Netnography was applied in this work as Tripadvisor posts and Youtube 
videos posted by consumers who had visited the selected shopping malls 
were collected and analyzed together with information available on the 
shopping mall and operator websites to develop a priori constructs and thus 
aid in data collection. Developing constructs based on on-site participant 
observation was then contrasted with these a priori constructs and 
adjustments were made when necessary. As no actual quotes from online 
posts were used directly in the text and the online informants were not 
referred to by their screen name or real name, informed consent was not 
necessary. 
2.1.5.7. Interviews 
Two types of interviews were used: in-depth interviews and informal 
interviews. These interviews were not carried out with the intent to analyze 
individual responses or to do discourse analysis (which would require word 
by word transcription), but rather to understand industry practices (in the 
case of mall operators and industry experts) and to absorb the atmosphere of 
the moment and illustrate the experiences lived by groups of consumers at 
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the sites. Note-taking in the form of field journals was therefore preferred to 
electronic recording to guarantee that subjects would feel at ease, act as 
routinely as possible and therefore minimize bias (Fetterman1989). 
i. In-depth interviews 
In-depth interviews with mall operators and industry experts were utilized. 
They served a dual function of understanding market dynamics and 
collecting both quantitative and qualitative information of specific centers 
and the industry in general.  
Notes were taken during the interviews and additional information (files, 
questions answered by email, photos, etc.) was provided after the initial 
personal contacts with interviewees. In those cases there was full disclosure 
of research goals to all interviewees. The chart below summarizes all the in 
depth interviews carried out: 
 
 
Figure 19 – In-depth interview data Source: Developed by author 
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ii. Informal Interviews through social interaction 
Informal interviews are the outcome of interactions of the researcher with 
employees and consumers during site visits. During these interactions the 
researcher collects Verbatims and notes down perceptions and opinions of 
these individuals. Informed consent was not obtained in this case, 
considering that: 
a) Full disclosure of the research goals would affect the responses 
 
b) Minimum risk is involved (no personal contact information was 
obtained, only first names and sometimes age and minimum 
geographical information (ethnicity, city of residency, etc.). 
 
c) Sometimes the dynamics of the interaction involved the participation 
of several subjects in a public space. Obtaining informed consent in 
those cases was not viable. 
2.1.5.8.  Desk Research 
Desk research was used for quantitative data collection as well as for 
qualitative data collection: This information was saved on an IPad and 
organized in folders. Backup was done on a laptop and in the cloud 
(Dropbox, Sugarsync and iCloud). 
Secondary source statistical or management produced data was collected to 
aid first country/city selection and then shopping center selection. Shopping 
centers were decided on in the bases of being representative of the offer in 
each location and also similarities and differences between sites were 
important to allow for both contrasting and consistent findings. 
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2.1.5.9. Field Journals and content analysis 
Field Journals are important because they allow the researcher to generate 
empathy and thus understand, rather than simply deduce a causal 
relationship based on exterior observations. In participant-observation the 
researcher in immersed in the research field, in the sense that follows the 
same codes on conduct as the subjects of his study (Aunger 1995).  
Two types of field journals were used, a filed journal detailing observations 
and perceptions during site visits and a personal field journal recording the 
researcher´s personal experiences throughout the research process and her 
personal circumstances at the time. 
i. Twenty field journals detailing observations and 
perceptions  
The notes are taken in order to correctly document action, their context and 
eventual explanations to specific behaviors given by subjects during the 
course of the research. Verbatims were recorded, as well as descriptions of 
sites, perceptions by the researcher and even unexplained sensations.  
This practice has several functions in the ethnographic process including: 
aiding memory, allowing for a trustworthy record keeping, permitting the 
researcher to compare records between cases, making construct 
inconsistencies and research gaps to be spotted more efficiently (Arnould 
and Wallendorf 1994). 
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Photograph 5 One of the Field Journals used in the research. Taken by author 
 
ii. One personal field journal 
A personal field journal records the researcher´s personal experiences 
throughout the research process and her personal circumstances at the time. 
This is part of the introspection process that allows a researcher to take into 
account these experiences and distance herself from the events and the 
subjects of her study.  
The personal field journal also allows the researcher to address the problems 
she encounters in her research process and aids in redirecting her work 
(Ottenberg 1990). Excerpts of this personal field journal will be presented 
throughout this work to illustrate research difficulties and the development 
of the work. In order to differentiate these excerpts from the main text, they 
will be framed, signaled with the initials ¨PFJ¨ and the date, with an indent 
and letter type 10.  
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2.1.5.10. Visual Ethnography 
The use of photographic and video resources has been applied in this study 
as a ¨living memory of experiences¨ (Hill, 1991 cited by Badot, 2005). This 
work uses a semio-ethnographic approach as proposed by Badot (2005), in 
which the social dimension of the discourse, its objects and messages are 
analyzed in context as well as in isolation. 
i. Photographs 
Photographic records were collected during site visits and requested when 
experts or mall operators were interviewed. Website photos were also 
collected. They represent, together with video recording, a key asset for 
analysis in ethnographic research. 
During the first visits to Shopping Abasto and Patio Bullrich, a Nikon 
Coolpix Camera was used, but it soon proved more practical to use an 
iPhone instead. I was always accessible and no explanation to security 
guards was necessary. As with the Desk Research data, this information was 
also saved on an IPad and organized in folders. Backup was done on a laptop 
and in the cloud (Dropbox, Sugarsync and iCloud). 
ii. Video 
As with photographs, videographic records were collected during site visits 
and requested when experts or mall operators were interviewed. Videos of 
consumer visits and events recorded at the sites were also reviewed. 
Specifically a review of Youtube posts related to the selected shopping malls 
was carried out. 
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They represent, together with photographic records, a crucial asset for 
analysis in ethnographic research. Videos were also saved in folders on the 
iPad and backup was done on a laptop and in the cloud (Dropbox, Sugarsync 
and iCloud). 
2.1.5.11. Summary of techniques and tools in sites and phenomena 
observation 
A significant amount of data was collected using the techniques and tools 
described above. The following chart summarizes the data collected:
 
Figure 20 – Data Sources 
¨We live in a society with more and more information and less and less 
meaning¨ 
Jean Baudrillard (1981) 
Simulacra and Simulation 
 
2.2. Ethnographic Observation: Case by case approach 
In interpretive research, researchers can take their previous knowledge into 
account both from existing literature and from previous experience. 
Especially in consumer research, it would be unrealistic to attempt to 
analyze consumer culture without acknowledging one´s role as a consumer 
in society.  
Siggelkow (2007 p. 21, cited by Diaz Andrade 2009) sustains that although 
observations are guided by some initial hunches and frames of reference, this 
previous knowledge should not impose previous theories when analyzing the 
data instead of generating new categories. It should aid in building a priori 
constructs to aid in data collection without jeopardizing the creation of new 
insights. He emphasizes that ¨an open mind is good, an empty mind is not¨. 
Ethnographic observation in this work was carried out initially on a case by 
case basis, although sometimes data on various cases was collected 
simultaneously. A priori constructs were used solely to aid in data collection 
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and theoretical frameworks developed from one case were not necessarily 
applied in subsequent ones. 
2.2.1. The Analysis and Interpretation Process applied to the 20 malls 
This work involved holistic data collection in multiple sites in five different 
cities in four countries and in two continents and thus relied on significant 
international travel. It applied the theoretical discussion of emerging themes 
at three levels: on the individual case level, across all cases and in terms of 
similarities and differences between and across geographical regions. 
As can be seen from the project timeline, data collection took place at 
various sites sometimes simultaneously, but at times with relatively long 
intervals between site visits. Although a distancing from the field was 
sometimes applied purposely, some of the breaks between site visits were 
due to more practical reasons, related to coursework and personal 
circumstances of the researcher. During those periods, data analysis and 
interpretation was carried out on completed cases. 
Beginning the data analysis and interpretation process on a case by case 
basis offers the advantage of allowing the researcher to immerse herself into 
each community more deeply (Diaz Andrade 2009). It also allows for more 
flexibility, as sometimes different cases need different frameworks to be 
analyzed and simultaneously analyzing multiple cases may cause the 
researcher to instinctively structure cases similarly to facilitate the task. 
Once data had been collected for each shopping center, theoretical coding 
was applied. Manual coding was preferred to software mediated coding. 
Although software aids significantly in organizing data, this researcher felt 
that manual coding would require a deeper immersion on the data set and 
favor building a closer relationship with it. 
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A continuous coding system provided the development of initial codes for 
each case, which were transformed into focused codes and then categorized. 
Categories were then converted into themes for analysis. This process 
involved the coding of interview, observation and photographic and 
videographic data. A systematic coding system allows for inferences to 
emerge naturally from the data, as is typical of grounded theory techniques. 
According to Spiggle (1994), inferences generate conclusions, insights, 
meanings, patterns, themes, connections, conceptual frameworks, and 
theories, which are representations of the reality described by the data. In 
this project, analysis and interpretation were carried out by corroborating 
findings from different data sources, including semiotic analysis of 
marketing materials in a circular way.  
Although ethnographic observation was carried out following the guidelines 
proposed by Spiggle (1994), for practical reasons, in the case descriptions to 
follow, contextualizing data -such as historical information about the site and 
other contextual data that seemed relevant to the analysis - which were 
clearly not collected through participant observation, were inserted into the 
narrative to facilitate comprehension of the findings. 
As sustained by Askegaard and Linnet (2011), the ¨focus on lived 
experiences should not lead CCT to repeat the individualizing tendencies of 
the remainder of the consumer research community. Experiences are 
individualized, but the element of ‘lived’ draws our attention to the 
conditions under which these experiences unfold, conditions that are not 
necessarily experienced per se¨ (page 397). Circumstantial information 
gathered for each of the cases was therefore inserted in the narrative of the 
following section in order to warrant contextualization. 
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Inferences are inserted in the narrative, along with the data collected for each 
one of the cases. In subsequent sections analysis and interpretation was 
carried out across all cases and between geographical regions using the same 
process. 
2.2.2 Introspective narrative 
In order to minimize bias in analysis and interpretation, introspection was 
applied. The following sessions comprise the introspective narrative 
developed. 
2.2.2.1. Who am I? A formal bio 
¨You are not normal¨. This is a claim I have often heard in different parts of 
the world made by people of very diverse backgrounds. It has often triggered 
a self-questioning of what is normal and why I am possibly not normal. 
I am Brazilian in origin and have lived both in São Paulo and in Rio de 
Janeiro prior to this research. These two cities represent together the political 
and economic power in Brazil yet, in spite of sharing similar social 
structures in terms of occupation and income, they could not be more 
different in terms of social relations and consumption habits (Marques, 
Scalon, and Oliveira 2008). 
I currently live in Argentina, where my three children were born, and I have 
been married to an Argentinian – whom I met while studying in the US - for 
over ten years. I have also experienced long stays and residency in Europe 
(The Netherlands and France) and in the US, for both educational and 
professional purposes prior to this research project. I currently teach at an 
Argentine University while I finish my PhD dissertation – in France - on a 
multicultural topic. I previously had 15 years of corporate experience in both 
Brazilian and US firms in Brazil and in France.  
145 
 
2.2.2.2.  Who am I? Understanding myself 
Having lived a significant proportion of my life outside of my home country 
- and my entire motherhood - it seems pertinent to note the efforts I have 
made to preserve what I consider to be ¨my culture¨ and to eventually 
transmit it to my children despite the difficulties. Although this was initially 
an unconscious process, the difficulties found along the way - and the 
persistence demonstrated - eventually made me aware of my choices.  
During this process it became clear that although mostly unconsciously, as a 
family, both parents were trying to preserve their cultural capital (Bourdieu, 
1979), by transferring it to their children. Choosing names for the children 
was the first challenge. It was easy enough to get the father to agree on 
names that were written and pronounced in much the same way both in 
Portuguese and Spanish. The difficulty was found to be the different cultural 
and symbolic meanings that these names carried for mother and father 
coming from ¨different cultures¨
72
. 
i. Language and education 
What language to speak at home was the next issue to address. For various 
reasons – including the ability to communicate with family members from 
both sides, and the parents’ desire to prepare the children for possible 
international transfers along the line (a reality for both parents) - the 
household became bilingual (Portuguese-Spanish
73
) and the children attend a 
bilingual Spanish-English school.  
  
                                                 
72
 Culture is used here in the sense applied by Askegaard et al. (in Nakata, 2009:112): an 
¨organized network of systematic diversity of principles of action and understanding¨. 
73
 Having lived in Brazil and in the US, the father is also tri-lingual. 
146 
 
As I child I attended a Spanish bilingual (Portuguese-Spanish) primary 
school in Brazil, a British bilingual (English-Dutch) secondary school in the 
Netherlands, completed my undergraduate studies in Brazil (in Portuguese), 
my post-graduate studies in the US (in English) and finally my PhD in 
France (bilingual English-French). Under this scenario, raising trilingual 
children did not seem odd at all. 
This progression was not ¨glitch-free¨, though, and often I questioned myself 
about my choices and whether this practice was causing a ¨identity crisis¨ on 
my children. Situations such as having a three year old who could not speak 
beyond three or four words, and having my children ask me where they were 
from after having cheered for both Brazil and Argentina during the soccer 
world cup were triggers for this type of questioning. 
The context in which these facts took place is also relevant. I insisted that 
my children should learn Portuguese (and English) as well as Spanish even 
after three speech therapists had told me to give up and family members had 
started questioning me about my decisions. Instead of complying, I searched 
for a professional and a school that would work with me in teaching the 
children Spanish, Portuguese and English at the same time. I looked for 
academic literature that would support my thesis that children are capable of 
multilinguism for birth, so I could reassure myself of my decisions. 
The eldest child had in fact rejected learning Portuguese for years, until she 
started to learn other languages at school. Once the additional language 
became a positive attribute, the attitude changed and she know praises 
learning multiple languages (and has even requested to learn more foreign 
languages spontaneously). 
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This rejection situation did not repeat itself with the second and third child. 
Portuguese language acquisition was a much simpler process and although 
all the children opt for Spanish as the language of the siblings, there was 
never any rejection involved with the younger children.  
Several factors may have affected this different outcome, individual 
characteristics of each child were certainly at play here, but possibly the 
level of confidence demonstrated by the parents -which had been acquired 
after going through the process with the first child - had certainly changed 
both parents attitudes and favored the process with the second and third 
child. Also, the younger children were already born into a household system 
where Portuguese was spoken to the mother and Spanish to the father, and 
therefore they simply had to mimic the already established codes, while the 
first child participated in the construction of these codes. 
ii. Nationality and citizenship 
Nowadays, if an Argentinian asks the children if they are Argentinian, they 
will undoubtedly answer yes, however, when a Brazilian asks them the same 
question, they will stutter, although they know they have dual citizenship. 
The fear of being excluded (Venkatesh 1995) seems to guide this response.  
Retrospectively thinking, I believe I decided to maintain the course of action 
as I chose to believe that awareness of their ethnic background would be 
helpful in the long run. I trust that being aware of my identity as a foreigner 
has not hindered me from integrating into society at every location where I 
have lived. Rather my position has always been that of being ¨different yet 
equal¨, and I use this identity attribute as a differentiating trace that sets me 
apart from the crowd. I factor in my slight accent in every language as part 
of my personality and have learned over time to be less and less introverted, 
although I prefer small group interaction to larger groups.  
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This ¨foreign identity¨ also affects my consumption patterns in terms of the 
way purposely dress – colorful and informal- and my food choices – 
adapting local ingredients to Brazilian everyday food recipes and insisting 
that my children are accustomed to them-, as well as the informality with 
which I address people in every context. I believe that Brazilians are less 
formal than most: it is one of the very few countries where the jerseys of the 
soccer national team have first names or even nicknames rather than last 
names printed on them. 
iii. Heritage versus fitting in 
I remember being shocked when I first moved to Argentina from Brazil by 
what I considered people’s “ostensive” use of last names and was surprised 
at the importance of last names even in informal contexts. My experience 
having lived in other parts of the world had been that last names were 
relevant in formal contexts and not so much in friendly, informal occasions.  
Despite considering myself a ¨citizen of the world¨, my Brazilian origins are 
not neglected. I try to reinforce Brazilian traditions on the children by 
engaging them in authoritative performances (Arnould and Price 2000) 
which function as rituals of immersion into Brazilian culture. I make an 
effort for my children to learn about Brazilian history, read Brazilian books 
and participate in Brazilian traditions like Carnival and other festivals - 
extended vacations in Brazil contribute to this immersion activity- as well as 
to read Argentinian books and participate in the country´s traditions. 
I consider these practices to be part of my ¨Brazilian heritage¨, although my 
Brazilian friends and family point out that I sometimes act and look as if I 
were not Brazilian. This is most likely a result of my day-to-day negotiations 
with my inner circle of relationships –and particularly my husband- to adapt 
contrasting aspects of what I consider to be my ¨ethnic background¨ and the 
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different forms of cultural capital (Bourdieu 1979) that I have been acquiring 
throughout my life. 
On reflection, I trust that I am in fact transmitting “my culture” to my 
children. However, this culture is not a mirror image of the way I grew up. 
Rather it is a personal reading of what I enjoyed of my upbringing, seasoned 
with influences I have picked up along my journey through life. Still I 
consider this to be my ethnic identity, and if you ask me, I am undoubtedly 
Brazilian. 
As for the children, they too seem to be constructing their own “Argentinian 
way”. They pick and choose from all the influences they receive from both 
parents and from interactions with other cultural influences and build their 
own individual notion of what it is to be Argentinian, their nationality of 
choice for the moment, although they are sometimes afraid to recognize it. 
The fact that I prefer the term “citizen of the world” to “migrant” is also 
relevant. I prefer to be categorized as “from nowhere” than as “not from 
here”. I do not like to be seen as a migrant, the term carries negative 
connotations and a heavy emotional weight. Being reminded of my 
immigration status whenever I need to renew documents brings on a feeling 
of detachment and usually triggers efforts to exacerbate my original culture. 
By that I mean an exacerbation of my accent, intensification of Brazilian 
style foods in the family diet, more frequent calls to relatives in the country, 
wearing clothes bought in Brazil, and maybe even excessive informality in 
my social relations.  
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iv. Identity construction in a nutshell 
Consumption decisions in the household are based on daily negotiation 
between family members, but final choices are made by the parents. My 
consumption patterns are shaped to solve the incoherencies of my identities 
(Belk 1988; 2013; Ahuvia 2005). These authenticating acts (Arnould and 
Price 2000) are evidence of an explicit identity construction tactic (de 
Certeau 1980). Since the notions of self of the family members are 
interrelated, these decisions affect the children’s identity construction 
processes.  
My ethnic origin is applied as a key element of identity, manipulated 
according to the occasion (in Béji-Bécheur et al. 2012). In fact, I like to be 
treated as local everywhere I go and try not to have an accent in any 
language. However, I enjoy being complemented on my slight accent when I 
proudly tell them I am from Brazil.  
Even though being reminded that I am “not from here” by others makes me 
eager to reinforce my tradition, I have no problem telling people I am from 
Brazil spontaneously. It is as if by spontaneously pointing it out it comes 
across as a choice while being reminded by others appears to be an “imposed 
condition”. The reality is neither. It is both a choice and an imposed 
condition depending on the time and context. My life choices brought me 
willingly to this position, yet changing it is neither simple nor automatic. 
I refuse to be stereotyped and excluded so I make an effort not to suffocate 
the children’s Argentinian identity, although I would prefer that they ¨chose¨ 
to be Brazilian. I feel challenged when they do not want to speak Portuguese 
and enjoy when they do speak Portuguese to each other (on rare occasions).  
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The children naturally mimic the dominant culture while incorporating 
minor aspects of the minority tradition. However, my posture has sometimes 
created a pendulism movement on the children (Askegaard et al.2005), 
which I view as an identity crisis. 
2.2.3. Intra-case analysis 
No single format was used as some cases proved to be more complex – and 
richer - than others and were thus awarded thicker descriptions. More 
photographic resources were used for the cases that were better understood 
through visual aids, while others relied more on written description.
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Certain cases are filled with personal references. Some of these references 
are due to access to the field issues (i.e. access to the children’s area in 
shopping malls is restricted to adults accompanying children for security 
reasons), while others could not be avoided since the author had significant 
experiences occurring at these places that were thought to have relevance to 
the analysis.  
As is discussed in the introspective
75
 part of this work, these references were 
reviewed carefully in an attempt to minimize bias, yet were not excluded as 
the exclusion of relevant information justified merely by its personal content 
would also represent a bias. Notwithstanding, it seems pertinent to 
acknowledge that a lot goes on at each one of these malls and not everything 
could be explored in this work.  
  
                                                 
74
 Section 2.3 portrays the narratives constructed for each case throughout the research project. 
75
 Section 2.2.2. 
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2.2.4.  Case by case narratives 
The narratives below are constructed to cater to the goal of this research: 
searching for similarities and differences between experiences produced and 
undergone at the different shopping centers from a cultural and 
anthropological perspective in order to produce significant insights for 
management operating shopping centers. The narratives in the following 
sections follow this logic. 
2.2.4.1. Patio Bullrich 
Patio Bullrich was built preserving the structure of a traditional auction 
house dating from the late 1800’s, and is a clear reminder of better times in 
Argentina’s history. The neoclassical façade and some of its architectural 
characteristics were adapted to its new function as an upscale Shopping 
Center in 1988 and has served the traditional elite of the neighborhood since 
then. 
 
 
Photograph 6 Outside view from Av. Libertador. Copyright La Nación. 
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Nevertheless, the architectural inconsistencies that can be observed from the 
façade are a “preview” of what you can experience inside. The superficial 
idea of a society hanging on to its historical splendor are undermined by the 
noisy buses, many dating from the 1980’s and 1990’s and the proximity to 
the deteriorated Retiro train station and the view of the Villa 31 shacks on 
the other side of the train tracks. 
 
 
Photograph 7 - Aisles at the mall. Copyright IRSA. 
 
After the 2001 economic crisis, when violence rates raised significantly in 
Buenos Aires, many luxury brands started moving from their traditional 
street locations to the mall, which stood as an “oasis” where the more 
fortunate could pretend “business was as usual”. This changed the mall mix 
as more and more luxury stores were represented. Nevertheless, over the last 
few years, the government’s efforts to control the exchange rate and its 
protectionist policy severely affected luxury brand’s operations in the 
country, as it was ever more difficult to import goods. 
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Many international brands have left the country since, and those who stayed 
had to develop alternate methods to circumvent the prohibition – some 
started to export other products to counterbalance the imports, for instance
76
 
– and even so were forced to operate with reduced stock. Patio Bullrich’s 
process of transformation into a luxury mall was severely affected by these 
contextual factors and management is currently reevaluating its alternatives. 
Nevertheless, even with the shelves under stocked, the mall is still seen as a 
synonym of luxury in the city. The location, combined with the architectural 
structure, the classical décor and the history of the building have contributed 
to the construction of a mythical significance for the mall (Sassano Luis 
2012). 
Different groups of consumers build a heterogeneous community at Patio 
Bullrich. Tourists, older ladies from the neighborhood, business people and 
late in the afternoon, teenagers from traditional schools in the area all share 
this common space and although superficially different, they all search for 
the same mythical and nostalgic idea of Buenos Aires: a safer, richer version 
of the city. 
Large groups of tourists, particularly from Brazil, visit Buenos Aires and 
also come searching for what the city “ought to be”. The idea of a “European 
City” in South America, with French style buildings, populated by well-
educated yet arrogant Argentinians who dance Tango is a well-rooted myth 
amongst Brazilians. 
The “grandmothers” from the neighborhood drink their coffee in the pleasant 
air-conditioned environment while they remember when the mall was a 
                                                 
76
 BMW exports rice from Argentina in order to be allowed to import cars. 
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luxurious auction house where “everyone who was someone once bought 
something”
77
. It is a symbol of “the good old days” that still stands. 
 
 
Photograph 8 - The food court. Copyright IRSA 
 
The teenagers promenading in the aisles after school are also in search of 
something the real city cannot offer: freedom. In other times, when the city 
was considered safe, teenagers would enjoy a type a freedom that parents, 
wary of the crime rates in the city, no longer admit. Under this scenario, the 
mall represents a safe environment - guaranteed by the uniformed security 
personnel out front- pleasing both parents and teens. Yet right outside its 
gates, young children dressed in rags are begging for change, while security 
personnel try, constantly and with no success, to scare them away. 
For independent professionals, meeting clients at Patio Bullrich is a routine 
activity. The central location and the mall’s association with the traditional 
elite are seen as a favorable attribute, sometimes preferable to meeting in an 
unattractive office. 
                                                 
77
 Informant, 78 year old widow drinking coffee at the mall. 
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“I come here to meet clients almost every day. We meet for lunch or coffee. 
Parking is easy and the place is much nicer than my office”. – Informant, 32 
year old insurance salesmen. 
 
 
Photograph 9 - Inside Patio Bullrich. Taken by author. 
 
Patio Bullrich represents the ideal city that does not exist, as in Ferreira 
Freitas (1996) notion of the artificial environment replacing the real one by 
offering a nostalgic and utopic reality. However, for this utopic ecosystem to 
be effective, none of the “nuisances” of everyday life must be present.  
The mall is calm and efforts are made to keep it that way. It once housed an 
indoors amusement park for children, which has now been replaced by a 
Sporting goods megastore. Management justified the move by arguing that 
“mothers with young children do not buy much”
78
 even though this is not 
                                                 
78
 Informant, mall management 
157 
 
consistent with their own strategy at other malls, which stimulates family 
outings.  
 
 
 
The fact is that the servicescape is built at Patio Bullrich to attract a specific 
group of consumers who are searching for a break from the routine, an 
idealized version of their real lives. Even if only for a short period of time.  
i. Emerging findings – Patio Bullrich 
a) The urban and social deterioration that has affected Argentina in 
general and Buenos Aires in particular has created a mythical 
opposition in the consumer’s mind.  
b) Buenos Aires was once the richest city in Latin America and locals 
and tourists alike search for this mythical paradise in one of the few 
places where history has been “preserved”, even if in a mutated form.  
c) As a former auction house, Patio Bullrich has always been connected 
to abundance and consumption and a nostalgic environment 
contributes to the identity construction of its patrons.  
d) The Brazilian tourist does not want to visit the dirty, beaten up 
Buenos Aires of today, but rather the turn of the century metropolis 
which transpired luxury.  
PFJ-April 11
th
, 2010 
I have had some difficulties taking photos at the sites. Even with 
authorization from management, having to explain the research to security 
every time is time-consuming and distractive.  I suppose it is lack of 
experience. I need to think of a better approach. 
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2.2.4.2. Alto Palermo 
 
 
Alto Palermo was the first modern shopping center to open in Argentina, 
although Patio Bullrich was opened shortly thereafter. It was launched under 
the prevailing marketing paradigm (Ochs and Badot 2008), which was the 
model applied to most shopping centers at the time. Its several expansions 
since then, including an air passage across a street have expanded the mall 
mix, yet they have also made circulation very difficult and extremely 
unpleasant. 
 
 
Photograph 10 - Alto Palermo in the morning: empty aisles contract with the busy afternoon 
hours. Taken by author. 
PFJ-April 15
th
, 2010 
Circulation is a nightmare at this mall. Sometimes you have to leave the 
building and walk on the streets to get to a different part of it. 
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Alto Palermo has never pursued an upscale positioning; but rather it has 
always attempted to be a practical choice for women, as most of the 
household shopping in Argentina is done by women (Indec, 2012). Millions 
of anonymous people pass through it every day, partially due to its 
privileged location in terms of public transportation. Nevertheless, it lacks 
identity in spite of several marketing campaigns and heavy investment to 
change this situation. 
Alto Palermo is not chosen primarily for its experiential characteristics, and 
in fact informants usually refer to Alto Palermo as “easily accessible”, 
“good brands”, “traditional”. Nevertheless, most also use the words 
“extremely busy”, “noisy” and “difficult to get around”.  
It is actually going on the opposite direction of most shopping malls which 
are investing heavily in entertainment. It does not even offer movie theaters 
or other entertainment options apart from an area with children’s attractions 
that is the nightmare of every parent: extremely noisy, expensive and dark. 
Although it is many people’s first choice of shopping center, evidenced by 
the high sales figures and attendance rates, informants do not willingly use it 
as a symbolic representation of their identity. In fact, in spite of 
acknowledging frequent visits, most informants impart both positive and 
negative judgments alike on Alto Palermo, as if it was a “necessary evil”, 
much like the use of corticoids for a viral infection : effective yet with 
unpleasant side effects. 
“Last year I freaked out while doing my Christmas shopping here and swore 
I would never come to Alto Palermo again. There were so many people that 
the whole Christmas experience lost its meaning! In fact I said I would never 
buy presents for Christmas again. This year my husband called me crazy, 
said I would have to pay therapy for the kids if they were the only ones who 
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didn´t get presents in their class and here am I. – Informant, 39 year old 
marketing manager doing Christmas shopping. 
Doesn´t you husband help you with the Christmas shopping? - Researcher. 
No, he hates shopping malls. – Informant.” 
 
 
Photograph 11 - Escalator next to one of the entrances. Difficult circulation. Taken by author. 
 
Recent remodeling, paired by heavy marketing investment and an upgrade of 
the mall mix with many international food chains such as Starbuck and TGI 
Friday’s have attempted to revert this trend. In fact, ads have become viral in 
social networks and informants made reference to those efforts. 
Notwithstanding, it is too soon to know whether Alto Palermo will be able to 
meet the changing consumer’s expectations given its architectural 
restrictions and heterogeneous visitor pool.  
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The fact that it pursues primarily a female clientele is risky in the face of a 
new consumer era and the increasing participation of men in the daily tasks 
of the family. Although Argentina’s middle and upper classes are relatively 
traditional (Euromonitor 2010), things are changing in the country as well 
and men are assuming a more relevant role in the household tasks. 
 
 
Photograph 12 - Starbucks store, seating on the sidewalk may seem nice, except it is right on 
Avenida Santa Fé, on one of the noisiest spots in the city. Taken by author. 
162 
 
 
Photograph 13  - Long line at Starbucks at rush hour. Everyone wants a seat inside! Taken by 
author. 
 
i.  Emerging Findings –Alto Palermo 
a) Shopping Alto Palermo’s strategy to focus on women primarily is 
deeply rooted in Argentina’s social structure where the mother is still 
the primary caretaker of the children and the one responsible for most 
of the shopping activities in the household, while fathers are only 
marginally involved in these processes. 
b) Nevertheless, with increasing numbers of women entering the 
marketplace, women now must increasingly balance their active 
lifestyles with the household responsibilities and stress levels are 
increasing.  
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c) Alto Palermo creates a love-hate relationship with its customer base: 
it offers everything you may need in one place, it is easily accessible 
yet the whole experience is viewed more as an obligation than a 
pleasure.  
d) The mall clearly operates under a less developed paradigm where 
shopping, rather than consuming, is the goal.  
e) It is questionable whether this business model will prevail in the era 
of co-creation, when the consumer searches for a more active role in 
their consuming experiences, and the utilitarian value of the goods 
and services is becoming less important relative to its experiential 
value. 
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2.2.4.3. Shopping Abasto 
 
 
 
 
Photograph 14 - Outside view of Abasto Shopping. Copyright IRSA. 
 
The Abasto neighborhood was one of the places where immigrants settled in 
Buenos Aires during the 19th and 20th centuries and was arguably one of the 
“hot spots” of the Tango scene. The neighborhood is currently populated by 
blue-collar and middle classes and many immigrants –particularly from 
Peru, Bolivia and Korea. While the majority of Argentina’s population is 
Catholic, there is a strong Jewish community in the Abasto Shopping area - 
reminiscent from the immigration period – whereas an incipient gay 
community is forming in the nearby Parque Centenario zone. 
The mall was built on the structure of the historical Abasto Market, which 
used to be the main outlet of fresh foods during that time period, and where 
PFJ-December23rd, 2010 
I have started using my iPhone to take pictures. Much better! 
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Carlos Gardel’s79 mother was said to have worked. The building is an 
impressively luxurious architectural complex and the fact that it was built to 
be a market for fresh produce in an immigrant neighborhood reminds you 
that Argentina has seen better times. In fact, in spite of being managed by 
the same company
80
 as Patio Bullrich and Alto Palermo, the architecture of 
this mall is quite well executed and the modern versus vintage merge has 
been much better accomplished. 
It is visited mostly by families on weekends and during vacation periods, 
attracted by the entertainment offers for children, which include the “Museo 
de los niños”81
 
or “The Children´s Museum”, a miniature city where children 
can learn about traditional professions and city life in general. It is one of the 
few shopping centers in the country to offer a wide array of entertainment 
options for children, and clearly the best option in the city. The attractions at 
the Children’s Museum are very consistent with the pool of visitors the mall 
aims at attraction: blue-collar and middle classes. 
During the week the public is very diverse. Neighborhood residents are 
joined by passers-by, especially due to its central position in the city’s 
transportation web, particularly subway and bus lines. 
The project that transformed the traditional market into the shopping center 
involved a severe transformation of the surrounding area. Architecturally 
relevant houses, many in precarious conditions and housing illegal 
occupants, where demolished to give room for a strong real estate 
investment led by IRSA, the mall’s proprietor and operator. 
                                                 
79
 Carlos Gardel was one of the most prominent figures of the Tango scene in the beginning of 
the 20
th
 century. He was the son of a single mother, who is said to have worked in this market. 
80
 Alto Palermo, Patio Bullrich and Abasto are all managed by IRSA. 
81
 http://www.museoabasto.org.ar/ 
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Nevertheless, in spite of all the investment made, the severe economic crisis 
of 2001 slowed down the transformation process and even after the short 
lived economic recovery between 2004 and 2008, the country’s unstable 
situation has caused violence to soar in the city. The Abasto area is no 
exception and the mall’s surrounding area is now viewed as dangerous and 
unpleasant. 
The shopping center is very nice, but the surrounding area is very 
dangerous, particularly at night. – Informant, 32 year old information 
systems technician. 
I like coming here a lot. It’s the best option for a family outing on the 
weekend. But you need to pay for parking. Last time I left my car outside and 
they broke into it. – Informant, 40 year old housewife with two children 
leaving the Children’s Museum. 
On busy days the place resembles a modern-time Babel, with the ambient 
music playing concomitantly with the noise coming from the children’s 
attractions and the diverse conversation from the patrons with various 
accents. 
 
 
 
 
PFJ-March 11
th
, 2010 
The noise in this place drives me crazy. Ambient music is very loud. It 
stresses me out. 
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Photograph 15 - The Mary-go-round inside Abasto Shopping contributes to a hyperreal 
environment and the mall transpires fantasy and fun feelings. Copyright IRSA. 
 
At Abasto Shopping, diverse minority communities - orthodox Jews, 
teenager groups and middle class catholic families to name a few – interact 
on a daily basis. It is common to see teenager groups in colorful, hip-hop 
style clothes dancing or simply meeting up on the stairs outside, while 
orthodox Jewish families take their children to the entertainment area and 
have lunch at the Kosher McDonalds on site. Large groups of primary school 
children on school trips visit the Children’s Museum regularly on week days.  
It is interesting to see how these diverse groups resolve tensions and 
preserve identities while interacting a common commercial space (Aubert-
Gamet and Cova 1997) and how these interactions shape individual and 
communal the shopping experiences. 
 
 
 
PFJ, March 15th, 2010 
At one of the baby stores, an orthodox Jewish couple with hassidic attire was buying 
a stroller. The salesmen looked like he had come out of a Judas Priest video clip from 
the 80’s, with biker attire, one or two sizes too small for him. The rainbow button he 
was wearing left no doubt that he was a proud member of the emerging gay 
community in the área. 
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Photograph 16 - Carlos Gardel statue outside Abasto Shopping anchors the mall in the nostalgic 
heritage of the Tango scene. Taken by author. 
 
 
Photograph 17 - Kosher McDonalds. Copyright La Nación. 
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Photograph 18 - Teenagers on the access stairs to Abasto Shopping. Copyright Clarín. 
 
i. Emerging findings – Shopping Abasto 
a) It is interesting to analyze how diverse minority communities resolve 
tensions and preserve identities while interacting in a common 
commercial space (Aubert-Gamet and Cova 1997) and how these 
interactions shape individual and communal the shopping 
experiences. The different groups interacting at shopping Abasto 
seem to collaborate in spite of their differences to convert the mall 
into a harmonical environment, as opposed to the reality of the world 
outside.  
b) Although significant investment was made to transform the 
surrounding areas as part of a larger real estate development, urban 
decay continues and is independent of corporate interests.  
c) The Abasto area has an immigrant connotation and the symbolic 
associations it carries may also contribute to the slow pace of 
revitalization. 
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2.2.4.4. Unicenter 
 
 
 
Unicenter is huge. And noisy. And diverse. Located next to the main 
freeway connecting the Northern suburbs of the city to the city center, it is 
visited by a wide group of people who either live or work in the surrounding 
areas. As the largest mall in the city, it also attracts tourists – mostly 
Argentinians from the provinces. 
 
 
Photograph 19 - Shopping center entrance. Plain and unattractive. Copyright La Nación. 
 
In its aisles society’s contrasts are easily visible. Middle class suburban 
housewives share the space with teenagers from less privileged 
neighborhoods and businesspeople during lunchtime. 
PFJ-December 10
th
, 2010 
The size of this place and the lack of natural light make me feel 
uncomfortable. It is always crowded, though. 
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Argentina and its economic instability are notorious. The country has been 
compared to a roller-coaster ride, alternating periods of severe economic 
trouble with exponential growth. During hard economic times consumers 
look for distraction from their everyday problems and Ferreira Freitas (1996) 
describes shopping centers as post-modern spaces simulating the ideal 
modern town, one without pollution, traffic jams, crime and parking 
problems. Coherent with Baudrillard’s (1970) argument that western 
consumer society is one of Hyperreality, Unicenter provides a feeling of 
stability that the different social groups all search for amidst the turbulence 
of real life. 
Unicenter is the constant in a country where everything changes. Even the 
décor maintains a sense of stability. Any renovations respect the 
characteristics of the original themes. Changes are paced and life seems to 
remain undisturbed within its walls. 
 
 
Photograph 20 -Although time does pass at Unicenter, the dark aisles are extemporal and devoid 
of identity. Taken by author. 
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The only reminder of time is the ugly clock in one of the food courts. 
Architecture does not help us identify the time period we are in either, it is a 
mixture of styles with so much bad taste that it must have been on purpose. 
Unicenter offers a wide mix, although no luxury brands are present. Visitors 
recognize the wide range of brands and services offered as an advantage of 
Unicenter as compared to other malls. 
“If I need anything specific, I come here. You can find anything you want 
here.” – Informant, 35 year old sales representative who works nearby. 
During weekends families take the center stage. The aisles are crowded and 
the noise is intense. 
 
 
 
 
Photograph 21 - Unicenter on a weekend. Copyright Clarín. 
PFJ-June 8
th
, 2013 
I feel claustrophobic here. Lunchtime is chaos any day of the week! 
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The atmosphere of excitement is evident. Children run around everywhere 
and teenagers wait in line to go the movies. Everyone seems happy. It is 
interesting to see how visitors at the mall act as if life was easy and inflation 
was not eating away their salaries. The frequent protests throughout the city, 
with road blockades that you see every day, seem so far away. No one seems 
to remember them at Unicenter. Even though, on a busy day you may waste 
more time inside the mall trying to get around then getting there. 
 
 
Photograph 22 - Unicenter aisles on a weekday. Argentinian flags on display on a national 
holiday. Taken by author. 
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Photograph 23 - One of the Food Courts. Copyright La Nación 
 
i. Emerging Themes - Unicenter 
a) Unicenter seems to act as a constant in a country where nothing is 
stable. Once of symbol of economic development, the mall was built 
adjacent to a major expressway linking the city to the suburbs. Today 
it stands stable; its dated and pompous (although distasteful) 
architecture contributes to this stability as a memory of what life 
ought to be like.  
b) Although not nostalgic of the turn of the century and the Tango 
scene, it certainly reminds us of the last time when Argentinians 
played for a few years in the big leagues and the US dollar was 1 to 1 
with the Argentinian peso.  
c) Unicenter connects the city to the suburbs, both in practical as in 
symbolical terms. 
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2.2.4.5. RioSul 
 
 
 
 
A lot has changed since Ferreira Freitas (1996) carried out a comparative 
study between RioSul in Rio de Janeiro and Forum Les Halles in Paris. The 
shopping Center industry has evolved in Brazil and several other Shopping 
Centers have been opened. 
 
 
Photograph 24 - RioSul Shopping outside view. Copyright RioSul. 
 
In 2000, a group of 130 activists, most living in poor communities on the 
margins of consumer society, decided to demonstrate that discrimination 
between social classes was deeply rooted into Brazilian society in spite of 
PFJ-July 27
th
, 2011 
I feel claustrophobic in this place. Dark, uninteresting. Not many people seem 
to agree with me, though. The place is full. 
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the claims that this imaginary barrier was shrinking. The choose RioSul for 
this demonstration.
82
 
Men, women and children joined the group. They called the press and 
sustained that it was a peaceful demonstration. Nevertheless, the police was 
called and the group was harassed by law enforcement and mall staff. Many 
stores closed, afraid of theft and violence. 
After about four hours promenading through the mall, trying on clothes on 
the few stores that allowed them to, letting the children play with expensive 
toys and having homemade sandwiches they had brought along for lunch at 
the mall’s food court, they left as peacefully as they had come in. They had 
proven their point. They had been discriminated for not complying with the 
unwritten codes that applied to the community they were entering. 
Fourteen years after the “invasion” as this peaceful shopping mall visit was 
dubbed, similar events have been taking place in various shopping centers 
throughout the country, particularly in São Paulo. Teenagers from 
impoverished areas coordinate the action through social networks and visit a 
shopping center in large groups, with no intention to shop yet generally in a 
peaceful manner. 
In spite of the economic stabilization and the incipient social mobility in the 
country, these recent “excursions” have been dubbed “rolezinhos” or “little 
strolls” and have been treated in much the same way as the 2000 
demonstration at RioSul, with mall staff and the police harassing the group 
and mall management attempting to obtain preliminary injunctions 
prohibiting these events to take place at the mall. 
                                                 
82
 This event was covered by mainstream press and in 2007 became a documentary “Hiato” by 
filmaker Vladimir Seixas. 
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Law enforcement forces were criticized by a large proportion of the 
population that sustained that no criminal acts had been committed and thus 
the police had no reason to use force (rubber bullets and tear gas were used 
at the first few “rolezinhos”). 
The most impressive insight that can be taken from these experiences is that 
discrimination does not originate only on the part of shop owners and mall 
management, but also in salespeople and mall staff, many of which are blue 
collar workers living in slightly better conditions than the demonstrators. It 
is as if by working in these aspirational public spaces they were participating 
in a parallel reality where their “real life” situation played no role. 
 
 
Photograph 25 - More modern section of the mall. Stylistic inconsistencies. Taken by author. 
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Nevertheless, in spite of the remodeling it has undergone over the years, 
RioSul has aged, both in terms of equipment and in the eyes of the 
consumer. Its dark corridors and middle class brands no longer offer the 
aspirational content to the more prominent social classes that it once did. The 
air conditioned aisles that once offered a mythical representation of the ways 
of the “developed world” are now populated by a heterogeneous group of 
people. 
Due to its location, on a main route from the city center to the more 
prominent neighborhoods of the Zona Sul carioca, it still offers utilitarian 
value to upper classes: a one-stop shopping place, with easy parking and air 
conditioning, deemed essential in the summer months. 
 
 
Photograph 26 - Clients at RioSul. Taken by author. 
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For a different group of people, from the northern, less affluent 
neighborhoods, RioSul is also easily accessible and simultaneously offers an 
entertainment offer that is viewed as more upscale than the shopping centers 
in some of their neighborhoods. Going shopping or promenading at Zona Sul 
is still an aspirational goal for these less affluent groups. 
 
 
Photograph 27 - Visitors at Rio Sul during slow hours of the morning. Taken by author. 
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i Emerging Findings – Rio Sul 
a) Rio Sul has undergone a decay process over the years, both in real 
and in symbolic terms.  
b) Although it is still operationally profitable, the client base has 
changed considerably and it no longer represents modernity to the 
upper and middle classes.  
c) Nevertheless, it still holds significant utilitarian value for people 
working nearby and the lunchtime public is significantly different 
from the weekend crowd.  
d) Rio Sul’s history preserves its symbolic capital to the less affluent 
groups, who still have a nostalgic version of the Rio Sul of years ago.  
e) Reality has been partitioned, and every group perceives the mall in a 
different way. Yet instead of fighting this “identity crisis”, Rio Sul 
management embraces it, dubbing it “O shopping carioca”, or Rio’s 
mall. It tries to be all things to all people. 
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2.2.4.6. Shopping Leblon 
 
 
 
Management makes a strong effort to position the Shopping Leblon as a 
luxury mall. The décor is modern and non-ostentatious - which is typical of 
Zona Sul carioca’s status consumption (Alcoforado, 2013). In fact several 
luxury brands are present there (Chanel, Burberry, and Armani, to name a 
few). However, the sheer size of the place and the diversity of the mall mix 
attract large crowds and are thus contradictory with this goal. It is 
unquestionably a traditional format shopping mall, - with a few perks, as the 
astonishing view of the sea from the food court. 
The traditional elite in Rio live in the adjoining areas of the mall, particularly 
Leblon and Ipanema
83
. However, this group of consumer prefers shopping in 
the streets or on international trips rather than at shopping malls. In fact, 
conspicuous status consumption, while present, is not a well-regarded habit. 
In fact, these consumers follow a code of conduct that believes 
“ostentatiousness” is a negative trait. 
                                                 
83
 Although neighborhoods like Copacabana, Botafogo and Flamengo are also in the Zona Sul 
area, they are generally middle class neighborhoods, while Leblon and Ipanema have higher 
real estate prices (exceptions must be made to seafront properties). 
PFJ-July 20
th
, 2011 
Growing up I spent most of my vacations in this neighborhood and there 
were so many protests when the mall project was approved, that it is 
unbelievable to see this place full of people now! 
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Photograph 28 - The Ferragamo store at Shopping Leblon: Taken by author. 
 
 
Photograph 29 - Lounges on the lower level of the mall. Taken by author. 
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According to Alcoforado (2013), this type of consumer is prone to impulse 
purchases rather than planned shopping activities. Heirlooms are valued and 
classical or vintage pieces are praised as indicators of an inter-generation 
transfer of cultural capital (Bourdieu, 1984), a corroboration of their 
traditional origins and dedifferentiating factor from the “new rich”. 
 
 
Photograph 30 - The food court. Taken by author. 
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Shopping Leblon is visited by this group of people, although it does not 
carry an evident aspirational value for them. However, for the aspiring 
middle classes Shopping Leblon represents an elite lifestyle that they would 
like to mimic. It is the mythical representation of the social mobility that 
they aspire to. 
“It is not a nice place. Too crowded. I sometimes go there because it’s near 
home or because I want to go to the theater, and it’s practical.” – Informant, 
60 year old woman who lives in Leblon. 
“I like it here. It’s luxurious. I can see the fashion trends at the global 
brands stores and it helps me choose what to buy. I can afford the originals, 
but there are lots of similar clothes in local stores”. - Informant 45 year old 
woman, resident of Botafogo. 
 
 
Photograph 31. Flip-flops are viewed as shoes in Rio. Taken by author. 
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Rather than quantity of items, the residents of the Zona Sul prefer to invest 
in the quality of items and informality prevails. High price tags are not 
exclusive of international luxury brands. Some local brand can achieve very 
high prices as well and an expensive bag can thus be worn with jeans and a 
T-Shirt, and this is viewed as “chic”. 
Shopping Leblon was built adjoining a residential project built by the 
Catholic Church for underprivileged families and the mall employs many of 
the residents. When the mall was under construction there were protests in 
the neighborhood as residents expected traffic to intensify in the area and 
thus attempted to halt the project.  
The tensions appeared to be under control and local residents are an 
important part of the mall’s client base and the community residents from 
the project have seen the job creating potential of the mall. These 
heterogeneous communities appear to be collectively enjoying the mall, 
although in different roles. 
Nevertheless, in light of the recent wave of “rolezinhos”
84
 the mall was 
chosen for one of these meetings. Teenagers from the suburbs called for a 
massive present through Facebook and had over 8.000 people confirmed to 
attend after only five days. The mall remained closed that day and protesters 
held a “public barbecue” in from of the mall. Ironically, local residents 
protested against the protesters. 
  
                                                 
84
 See section 2.2.4.5 on Rio Sul for an explanation of the term “rolezinho”. 
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i Emerging Findings – Shopping Leblon 
a) A very subtle equilibrium is seen at Shopping Leblon. Different 
publics visit the mall yet it plays very different roles in each of the 
group’s identity projects. Although local residents of the more 
prominent neighborhoods visit the mall and shop there, they resist 
any type of purposely close association to it. They insist their 
relationship with it is “circumstantial”.  
b) Middle class groups view Shopping Leblon as an iconic 
representation of the life they want to have. They insist they can 
afford the originals yet prefer to use the mall for a “crash course in 
fashion trends”. They buy similar items (not originals) claiming that 
quality is similar and they are “smart shoppers”. 
c) Residents of the project see the mall as a representation of social 
mobility. They are part of the game, even if in a subaltern position. 
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2.2.4.7. BarraShopping 
All Multiplan
85
 shopping malls tend to share a similar architectural structure, 
a visual identity easily identifiable. It is a mixture of a neo-classical kitsch, 
with some more modern touches making one feel like they are entering a Las 
Vegas casino. BarraShopping is no exception.  
 
 
Photograph 32 - Aerial view of BarraShopping. Copyright Globo.com. 
                                                 
85
 Multiplan is Barrashopping’s operator, one of the key players in Brazil’s shopping center 
industry. 
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Photograph 33 - Outside view. Copyright: Multiplan. 
 
 
Photograph 34 - BarraShopping aisles. Copyright: Multiplan. 
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BarraShopping is however part of a complex of three shopping centers and 
the architectural styles between the three are completely different. While 
BarraShopping follows the traditional Multiplan décor, adjoining New York 
City Center extrapolates the kitsch heritage with a Statue of Liberty replica, 
as can be seen in the picture below: 
 
 
Photograph 35 Statue of Liberty in front of New York City Center at the BarraShopping 
complex. Copyright Multiplan. 
 
 
 
PFJ-July 23
rd
, 2011 
This feels like Miami, not Rio! 
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On the other hand, VillageMall, a new addition to the complex, attempts to 
be more modern and ¨chic¨, though as a part of the whole complex there is a 
spillover effect that complements the idea of being in a fake hyperreal world. 
 
 
Photograph 36 - VillageMall. Copyright Multiplan. 
 
With the growth of the surrounding area as a business pole, a valet service 
was implemented and more recently a system that informs visitors if and 
where parking is available. Even so, it’s over 3.300 parking spots are not 
enough for the demand during peak hours in a city where public 
transportation is chaotic and the middle classes, particularly in the area 
where BarraShopping is located, do everything by car. 
 
 
 
 
PFJ-July 27th, 2011 
I met with the shopping center´s Superintendent. We talked largely about 
the differences in style between São Paulo and Rio and how this reflected 
in the mall´s positioning. My experience growing up between the two cities 
helped me understand how the Carioca was easy going, less concerned 
about appearances than the Paulista. Still the crowd at Barrashopping 
looked a lot more like the São Paulo crowd than at other Rio de Janeiro 
Shopping Centers. Cariocas are usually much more informal in the way 
they dress and act. 
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Photograph 37 - Busy lunch hour. Taken by author. 
 
BarraShopping has resourced to promotional marketing more often than 
brand building advertising over the years. They often use celebrities; 
although not often very high profile ones. The websites for BarraShopping 
and New York City Center are unified and follow the same line of design. 
Even the store search is global and will give your results in either site, 
independently of which web address was accessed. There is no mobile 
application and no Wi-Fi connection.  
VillageMall was launched with its own website with a slightly different 
visual identity. There is no mobile application, although there is an online 
magazine and Wi-Fi connection is available. Store search is independent 
from BarraShopping and New York City Center. 
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Photograph 38 - Advertising piece for the ¨Red Pencil Sale, 2013¨. Copyright Multiplan. 
 
 
 
Photograph 39 Christmas Promotion using a local celebrity (former Big Brother Brazil 
Competitor and current soap opera actress. Copyright Multiplan. 
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Photograph 40 - Mother´s day campaign offering a Range Rover as a sweepstake prize. 
Copyright Multiplan. 
 
 
Photograph 41 - Valentine´s day campaign offering a trip to New York as a sweepstake prize 
(2012). Copyright Multiplan. 
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It is interesting to analyze how status consumption mechanisms work in this 
environment. The population of Barra da Tijuca, where the shopping center 
is located, has boomed since the 1980’s (IBGE 2012) and is mostly 
composed from emerging middle classes from suburban areas in Rio or 
young couples who cannot afford the high real estate prices of the more 
prominent “Zona Sul”, where the traditional elite lives. The suburban area of 
Rio, contrary to what can be observed in US cities for instance, is composed 
of lower middle classes, blue collar workers and a vast majority of the 
population living in extremely stressful conditions in or around the poverty 
line. 
With the stabilization of the economy and the intensification of social 
mobility mechanisms, the emerging middle classes migrated to Barra da 
Tijuca attracted by the intensive real estate developments, the proximity to 
the beach and the lower relative prices of the properties. Soon traditional 
schools from the Zona Sul area opened branches at Barra da Tijuca and a 
parallel society was formed (Alcoforado 2013). 
According to Alcoforado (2013), the upper and middle classes from Rio are 
split into groups, the traditional elite, living in the Zona Sul area, and the 
emerging middle classes and the “new rich”, living in the Barra da Tijuca 
zone. Both groups have very different consumption lifestyles and the visitors 
at BarraShopping seem to be performing the myth of the “global elite” 
membership in much the same way as the richer Latinos in the Miami area. 
The mall’s hyperreal scenario and the references made to these lifestyle 
clichés (i.e. the statue of liberty, the Land Rover and the Brooklyn Bridge) 
contribute to this performance. 
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The visitor pool at BarraShopping and the adjoining malls is a mix between 
these emerging middle classes, “new rich” and business people from 
different backgrounds who work in the adjoining business centers. The 
visual effect is very important in these environments (Urry 1995) and the 
“new rich” crowd seems to prefer the turbulence of the main mall than the 
quiet corridors of the “Village”. The main mall is crowded while the 
Village’s corridors are empty. 
In fact, according to Alcoforado (2013), they think the minimalist décor of 
the “Village” make it seem unfinished and the artistic choices made do not 
correspond to their tastes. The stores are conceptually decorated, making 
them hard to understand and the consumers believe it does not respond to 
their preferences. 
During lunch hour these various different groups meet. Business people from 
the offices have to fight for service at the local restaurants with mothers with 
children who just left school. Spending the afternoon at the mall is a 
common entertainment activity for these families. 
BarraShopping offers entertainment options for all, including a Gaming 
Zone for teenagers and a daycare center for younger children so that their 
mothers can go shopping while their children are entertained by the mall 
staff, acting as G.O:’s
86
 like in a Club Med. 
 
 
 
                                                 
86
 G.O. – Gentile Organizateur , are the staff memebrs who organize the entertainment activities 
at Club Med. 
PFJ-July 27th, 2011 
So much noise!. 
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Photograph 42 Gaming Zone. Taken by author. 
 
 
Photograph 43 Kid´s Place. Taken by author. 
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i. Emerging Themes: BarraShopping 
a) It is interesting to see how the iconography successfully used at the 
more luxurious Shopping Leblon was applied at the VillageMall with 
poor results. 
b) Within the same city the different elite groups behave as if they 
belonged to two different cultures. The Zona Sul and Barra 
populations are extremely different and it is not necessarily a 
question of income.  
c) Patrons at BarraShopping are more interested on ostentatious luxury 
than on “chic minimalism”. BarraShopping does not feel like Rio, 
but rather São Paulo or even Miami.  
d) It is also interesting to see that while at Shopping Leblon people 
complained about the noise, at BarraShopping the noisy areas where 
the most sought after. 
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2.2.4.8. São Conrado Fashion Mall 
 
 
 
São Conrado Fashion Mall is located in between the Zona Sul and the Barra 
da Tijuca areas. Not only geographically, symbolically it also stands 
between the traditional elite and the “new rich” and by facing the largest 
“community”, as the Rio slums are now known, it allegorically tells you the 
story about Rio’s society. 
 
 
Photograph 44 External view of São Conrado Fashion Mall. Copyright Webluxo. 
 
Across the street from it is the Rocinha “community”, now “pacified” as the 
government calls the police operation installed to control violent and drug 
trafficking and portrays the difficult reality a large proportion of the 
population faces every day. This scenery including the beach, the mall and 
the community is a representation of Rio’s contrasts. The proximity of these 
PFJ-July 22
nd
, 2011 
You can tell me all you want that this is an upscale shopping center, but it 
doesn’t fit the pattern! It’s not what you expect. 
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heterogeneous communities has caused tension in several occasions in the 
past, especially in periods of unstable economic scenario. 
 
 
Photograph 45 - Rocinha, across the street form Fashion Mall. Copyright Antonio Scorza / Getty 
Images. 
 
Since its launch in 1982, Fashion Mall stood alone as the iconic 
representation of Rio’s luxury. At that time, the city was not viewed as a 
potentially lucrative market for international luxury brands. In fact, in the 
1990’s, with the stabilization of the economy, the first luxury brands that 
decided to invest in Brazil chose to do so in São Paulo. 
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Photograph 46 - One of the aisles at São Conrado Fashion Mall. Taken by author. 
 
For years Fashion Mall held the bar for the local brands who aspired to a 
luxury positioning in the country. Many of those brands have now left the 
market, such as Andrea Saletto, which was the quintessential luxury brand 
prior to the “flooding” of the market with international brands. São Conrado 
Fashion Mall offered a non-ostentatious luxury, which the rustic-modern 
décor surrounding a garden and inviting for an unpretentious afternoon in 
paradise. 
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As is typical of Rio’s traditional elite, a promenade at the mall does not 
presuppose a shopping spree. More often than not, the motive is a lunch with 
friends, a play at the theater or a movie in the evening. The shopping is 
almost a side effect of the promenade, at least in the surface. 
“I come here often to go to the restaurants. They are very good”.- 
Informant, 56 year old woman, resident of the Zona Sul, having lunch with 
friends. 
“I love this place. Every salesperson knows me. I sometimes call when I 
have a party or an event to attend and they ship clothes to my place so I can 
choose and return what I don’t want to keep”. – Informant, 45 year old 
woman, resident of a São Conrado luxury residential complex. 
In fact, restaurants at Fashion Mall are not the typical type you find at a mall 
food court. Prized chefs have opened restaurants there. In any case, it is hard 
to believe that the restaurant alone is enough reason to come all the way 
from Zona Sul. 
In many aspects it is similar to Shopping Cidade Jardim in São Paulo – the 
garden, the non-ostentatious décor, the attitude of the salespeople, who know 
many clients by name and preference – yet it has unquestionable carioca flair 
to it. Its informality clashes with the idea of luxury that is prejudicially 
carved in my mind. It’s “chic” in its simplicity. 
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Photograph 47 - Aisles surrounding a garden. Taken by author. 
 
Once the launching place for luxury brands in Rio, most of those have now 
migrated to Shopping Leblon or the Village Mall at BarraShopping. Yet it is 
still ranked as a luxury mall by the visitors. It does house the only Ferrari 
Store in Rio; however, the mall mix offers a blend of typical carioca stores 
like Farm, a festive inexpensive, colorful brand, and several upscale local 
and international brands.  
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i. Emerging Themes – São Conrado Fashion Mall  
a) It is interesting to see that although it cannot be defined as a luxury 
mall any longer, it retains this mythological position and visitors opt 
to acknowledge (or at least claim) that they shop here rather than at 
other shopping centers where a variety of actual luxury brands are 
present. 
b) The cultural meaning that São Conrado Fashion Mall has acquired 
over the years exceeds its actual brand mix. It is viewed as more 
upscale than traditional criteria would account for. It represents the 
tradition of luxury in Rio.  
c) The role of the garden in this mythical construction is key: it sets 
Fashion Mall apart from other “box-like” shopping centers built at 
around the same period and this nostalgic “rebellion” against 
ostentation is possibly at the heart of its success. 
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2.2.4.9. Shopping Iguatemi 
 
 
 
My first visit to Shopping Iguatemi was as a baby on a stroller. It was one of 
my first afternoons out with my mom. At that time shopping centers were an 
innovation in the country and Iguatemi was the pioneer. 
Some years later, after spending a couple of years in Rio, I moved three 
blocks away from Iguatemi and it became part of my routine. My first “solo” 
excursions were to Iguatemi, as my parents thought it was safer to let me go 
to the movies with my friends there than at a movie theater on the streets.  
As the first Shopping Center in Brazil, it was conceived under the traditional 
paradigm of shopping centers prominent in the 1960’s all over the world 
(Badot and Ochs 2008) and I unconsciously observed how it slowly migrated 
to an upscale positioning over the years. 
Progressively, as upscale brands started to invest in the country in the 
1990’s, first entering through multi-brand stores and then opening individual 
stores, many chose Shopping Iguatemi. The soar in violence rates was one of 
the factors inspiring this choice as shopping centers were viewed as safer 
than the streets. 
And with the stores came the clients. A large proportion of the traditional 
elite in São Paulo lives relatively close to Iguatemi – exception made maybe 
to the Higienópolis neighborhood - and the convenient parking, including 
valet parking, played a key role in a society where everyone who is someone 
does everything by car. 
PFJ-February 3rd, 2011 
I forgot my shopping bag with a dress on a chair at near the staircases. Realized it 
three hours later, when I arrived home. Called security and they had it. Amazing! 
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Photograph 48 - A branded cold water bottle placed in the car on a hot day by the valet service. 
Taken by author. 
 
After spending some years away, I was surprised at the transformation 
Iguatemi had undergone in terms of mall mix and brand significance since 
my undergrad years. Although it had always capitalized on the pioneer 
heritage, it had successfully attracted a large number of luxury brands to the 
mall, many with exclusivity and had transformed itself into the most 
valuable retail space in the Americas outside of the USA and the fifth in the 
world (Cushman and Wakefield 2011).  
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Nevertheless, the mall presents severe inconsistencies as several remodeling 
efforts paired by contractual negotiations with retailers have not been able to 
completely wipe out its origins. A kitsch décor reminiscent from the 80’s in 
some areas co-habits with a more recent minimalistic modern décor in 
others, while certain spaces have no clear style.  
Mall mix is also inconsistent at times, as contractual restrictions have not 
allowed for all luxury brands to be placed together in one section of the mall 
and situations like having Tiffany & Co. face C&A are common at Iguatemi 
in spite of management’s efforts to reduce these conflicts by stimulating 
massive brands to leave the mall or at least relocated within it. In fact, some 
of these stores have converted into flagship stores, such as the C&A that 
underwent a severe remodeling and now resembles more an upscale 
department store than any of their other regular outlets. 
 
 
Photograph 49 C&A Shopping Iguatemi. Copyright Iguatemi. 
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Photograph 50 - One of the aisles at Iguatemi. Taken by author. 
 
 
Photograph 51 The main food court. Taken by author. 
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Photograph 52 - The main hall. Copyright Iguatemi. 
Located in a major business area in the city, Iguatemi is surrounded by office 
buildings. Although this favors attendance, and in fact during lunch time the 
mall is crowded, it is inconsistent with a luxury strategy. 
Luxury is associated with exclusivity, and crowded aisles compromise the 
effort to portray this attribute. Also, the proximity to the offices transforms 
the mall into a heterogeneous community, with low level clerks and top 
executives alike visiting the mall. 
Those heterogeneous groups have different desires and the sheer number of 
visitors makes different types of stores profitable. Iguatemi works with this 
heterogeneity by attempting to appeal to an aspirational component that is 
universal in its essence, although it is represented by different consumption 
objects and patterns for each of those groups. 
“Coming here is part of my routine. I come two or three times a week to 
have lunch with a friend or in I need to buy anything.” – Informant 35 year 
old housewife with nannie and young child. 
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“I work across the street and have lunch here very often. It’s much nicer 
here than eating at other places. I can look at the windows and it’s practical 
if you need to buy something”. – Informant, 27 year old bank teller. 
Contrary to what you might see in other shopping malls, people dress up to 
go to Iguatemi. They want to look their “best”, even when the concept of 
“best” is not homogeneous between the groups: it may mean jeans from an 
upscale local brand and expensive sneakers or a Luis Vuitton mannequin 
copied to the last detail. And the Vuitton store offers those items in 
installments. 
Competition from Shopping Cidade Jardim inspired a wider offer of 
additional services, some to match what is offered at Cidade Jardim and 
others as differentiating aspects. For instance, Iguatemi now offers personal 
shoppers in an effort to appeal to the “new rich” who aspire to follow the 
cultural of the “traditional elite” yet need assistance in merging personal 
tastes and fashion conventions. Additionally, it offers a daycare service that 
is superior to anything I have seen in any of the various shopping centers I 
have visited thought my life. 
One particularly interesting thing about the daycare facility is that although 
children can be left there at the care of the staff under a heavy security 
system, most of them are accompanied by nannies. Having a nannie –dressed 
in white - is a portrayal of status for a particular group of people in Brazilian 
society, and bringing her along helps construct this identity. 
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Photograph 53 The daycare facility decorated for Halloween. Taken by author. 
 
Additional activities for older children are also offered during vacation 
periods, usually themed after blockbuster Hollywood movies. And the 
Christmas décor is certainly comparable to Macy’s or any other department 
store in New York City. Everything is excessive and spectacular at Iguatemi. 
 
 
Photograph 54 My children at the Ice Age exhibit. Taken by author. 
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Photograph 55 The Christmas décor. Taken by author. 
 
This is a servicescape that has certainly evolved throughout the years. It has 
acquired different meanings and the message, rather than being consistent 
over time, has mutated while building on pillars that remain from the origins 
of the mall (Holt 2005). Iguatemi is a pioneer, and innovative mall, that 
caters to a heterogeneous community by appealing to a consumption filled 
lifestyle that is fuelled by the incipient social mobility in the country. 
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i. Emerging findings - Shopping Iguatemi 
a) The heterogeneous community formed at Shopping Iguatemi, 
especially at lunch time, is an interesting phenomenon and can aid 
significantly in the study of status consumption and how object 
meanings are manipulated in identity construction processes 
(McCracken 1986; Arnould and Thompson 2005). This 
heterogeneous community and the overlap of leisure and corporate 
activities within the mall contributes to multiple identities being 
managed at a single location, much like what happens online, on a 
Facebook or twitter account (Belk 2013). For Maffesoli (1991, 1997, 
and 2004) each individual may belong to various tribes, in which he 
may play different roles
87
.  
b) Subcultures of consumption provide gratifying leisure activities 
while allowing members to factor in their subcultural membership 
into their self-definition (Schouten and McAlexander, 1995; Arthur 
and Sherman, 2010). It is interesting to see how management at 
Shopping Iguatemi operates the transformation process by which the 
mall is being repositioned in spite of difficulties and how place 
attachment and nostalgic feelings are a component in this strategy. 
Although Iguatemi is no longer the only mall offering luxury 
products in São Paulo, an in spite of its inconsistencies it remains 
linked to luxury consumption in consumer imaginary and seeing and 
being seen at Shopping Iguatemi continues to be one indicator status 
in São Paulo society. 
                                                 
87
 The concept of ¨tribe¨ is different from the concept of ¨social class¨ commonly used in 
business literature, since the latter usually refers to a socio-economic class, which is one way to 
segment society, based on economic factors, while tribes are based on beliefs and values, which 
are not necessarily linked to socio-economic factors, although a correlation can be sometimes 
found (Bourdieu, 1985; Mafffesoli, 1998). 
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2.2.4.10. Shopping Cidade Jardim 
I took a cab to go to Shopping Cidade Jardim for the first time, the only 
available form of public transportation to get there. There is no pedestrian 
entrance and cabs access the mall through the parking lot. Once I arrived it 
felt like I was entering a rabbit whole leading into an alternate reality. It is 
like a parallel world within the city. 
The city of São Paulo is nothing like one would expect in a ¨tropical 
country¨. The rapidly growing economic center for the country was 
described by Levi-Strauss as having ¨faked colors that heightened the 
shadows¨ and ¨too-narrow streets where the air could not circulate¨ (Levi-
Strauss 1956).  
The contrast between the ugly grey outside and Shopping Cidade Jardim’s 
architecture is impressive. It is built surrounding indoors and outdoors 
suspended gardens and planters. There are no closed corridors and all aisles 
at Shopping Cidade Jardim surround an open air garden and are naturally lit. 
.According to Maria Joao Del Rey, the project’s landscape architect:  
“Our goal was to offer a green area to offset the city’s ubiquitous 
concrete”
88
 
Consumption spaces are vehicles for emotional experiences and the visual 
element bears crucial significance (Urry, 1995). Gardens have had central 
functions in society, both practical and symbolic, since ancient times (Ross, 
1998). 
                                                 
88
 JHSF Press Release (2008). 
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At Shopping Cidade Jardim the garden contributes to the construction of a 
Garden of Eden myth. Consumers perceive the mall as the closest substitute 
to an ideal town, where they would be safe, comfortable and among equals. 
“Shopping Cidade Jardim was conceived to be the icon of non-ostentatious 
luxury in São Paulo”.
89
 
 
Photograph 56 - Main aisle; Copyright Shopping Cidade Jardim. Taken by author. 
 
This argument supports the movement towards common spaces where 
differences are minimized and a sense of convergence emerges. Shopping 
Cidade Jardim has transformed its common space into a personal space by 
capitalizing on individual and group anxieties and providing a mythical 
solution to everyday inconsistencies (Holt, 2005). Conversely, once a 
solution –albeit artificial and hyperreal- is found, the deterioration of the 
                                                 
89
 Interview with informant - Management 
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“outside world” becomes a lesser concern, as proposed by Levi-Strauss 
(1955). 
In fact, when Shopping Cidade Jardim was launched, protests aroused in the 
neighborhood as home owners expected the calm and tranquility of this 
residential area to be upset by traffic directed towards the shopping center. 
Mall management conceded to close one of the planned entrances to avoid 
hostility with their potential clients. However, once the shopping mall was 
effectively positioned as a “luxury icon”, its proximity became a positive 
attribute for the neighborhood. 
 
 
Photograph 57 - Shopping Cidade Jardim indoors garden; Copyright JHSF. 
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Photograph 58 - Indoors landscaping at Shopping Cidade Jardim- Copyright JHSF. 
 
In the mornings the corridors and gardens are filled with nannies with 
children, waiting for their mothers who are shopping, exercising at the gym 
or at the spa. At the Zara store, the large proportion of white clothes on 
display was noticeable. Supposedly they are sold as uniforms for the 
nannies.  
Services offered to clients at shopping Cidade Jardim include the delivery of 
clients’ purchases and a ¨free hands¨ service that takes care of purchases 
while the clients engage in other activities. These practices would be 
coherent with the idea of a society with newly found social mobility, but is 
still operating under codes of conduct “inherited” from the “traditional elite” 
dating from colonial times.  
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Photograph 59 - Young pregnant mother, with child off at a coffee shop. Taken by author. 
 
Shopping Cidade Jardim’s mall mix goes beyond the sales of apparel, 
exceeding what is generally expected of shopping malls. It offers a very 
wide choice of luxury products and brands. 
There is a Petrossian caviar store and even helicopters and yachts can be 
bought at a store named – interestingly enough – Tools and Toys. These 
types of goods have a symbolic connection to a mythical interpretation of the 
lifestyles of the “rich and famous”, as portrayed in Hollywood movies and 
local soap operas alike. 
Other services offered at Shopping Cidade Jardim range from a concierge 
who offers free advice on events occurring not only at the mall but in the city 
of São Paulo in general, a personal shopper, a personal chef, a personal DJ 
(customizes recordings on your iPod, iPad, iPhone for special occasions), a 
personal wedding assistant (helps clients prepare for a weddings), a 
“personal marchand” (offers advice on art purchases, although the mall does 
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not have an on-site art gallery) and housekeeping services (Shopping Cidade 
Jardim Investor Report, 2010).  
Through its marketing activities Shopping Cidade Jardim generates 
affiliation and caters to a consumer who is attracted by exclusivity. High 
prices are actually a desired attribute (proxy for quality) as consumers 
demonstrate to themselves and others that they belong to a group that values 
exclusivity and quality.  
In fact, shopkeepers on the second floor - the one with the more massive 
brands - complain about low traffic while sales on the first floor - where 
most of the upscale local brands are located
90
, appear to be satisfactory, and 
sales in the ground floor, where the global luxury brands are generally 
located are booming
91
, although traffic is not intense. 
“Having a store here is like having a flagship store, it is a positioning 
investment, but it is not worth it for the franchisees…¨92 
¨I enjoy working here more than at the Oscar Freire93 store. Here I have 
fewer clients, but the clients that I do have make larger purchases. I work 
less and make about the same money on commissions.¨
94
 
  
                                                 
90
 Which could be considered midrange between the luxury brands on the ground and the more 
massive ones on the second floor 
91
 There was a 51% increase in sales from 2009 to 2010 and a 20% increase from 2010 to 2011. 
Average sales per sq. meter for Hermès, Luis Vuitton, Chanel and Rolex range from US$ 6.000 
to US$ 8.000 (Shopping Cidade Jardim Investor Report, 2010; 2011), and the average ticket 
price for the mall is US$ 1,700. 
92
 Store owner on the second floor, 2011. 
93
 Oscar Freire is a main comercial Street with upscale stores in São Paulo. It used to be the top 
location for shopping in the city before the launch of Shopping Cidade Jardim and the 
repositioning of Shopping Iguatemi. 
94
 Salesperson, 2011 
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Not being able or willing to perform these rituals or myths automatically 
excludes consumers from group membership. This explain why certain 
social groups are auto-excluded from Shopping Cidade Jardim, as they value 
large group interaction and abide by a different set of communal rules. While 
certain consumers believe that the relatively empty corridors indicated 
exclusivity, consumers who do not regularly attend the mall considered the 
same relatively empty corridors as demotivating: 
“I’m only here to exchange a gift. I never come here. My friends don’t 
usually come here either, it is too expensive, and the food court only has 
expensive restaurants”
95
  
Nevertheless, although some luxury brands were added in the 2011 
expansion, such as Gucci, Fendi, Cartier, Balmain, Dior and Valentino, 
many of the new additions were more massive, local brands, widening the 
mall mix. Management justifies the move arguing that not all luxury 
consumers in the São Paulo society have unlimited disposable income, in 
fact most have experienced considerable increases in income over the last 
few years, and therefore are not in the habit of consuming exclusively luxury 
products and the mall should cater to all of their needs96.  
 
 
 
  
                                                 
95
 Events coordinator, female, married, 40, upper-middle class income 
96 
 Interview with informant – Management, 2011
 
PFJ-January 18
th
, 2011 
I met with the Marketing Director; she told me one store had sold five fur coats since 
the beginning of the year (18 days). It´s 33 Celsius degrees outside! So if they need it 
now, it is because they are going on vacation to the northern hemisphere. But it is 
more expensive to buy it here, so why would they prefer to buy it here (and not use 
it) instead of buying at their destination? 
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In fact, brands like Hermès and Chanel offer luxury products in installments 
- one can buy a Chanel bag in 6 installments, for instance. This is coherent 
with management´s argument that not all luxury consumers in the São Paulo 
society have unlimited disposable income but are interested in consuming 
these types of products, however, appealing to a wider audience may 
generate tensions between the two groups: the “traditional elite” and the 
“new rich”. 
Shopping Cidade Jardim uses well-known luxury celebrities to carry on their 
message, but they don’t follow standard marketing techniques, but rather 
recur to uncommon resources, such as using a Circus Crew to launch a 
Hermés Store or doing a runway show in the mall’s aisles during business 
hours with high-end models such as Gisele Bundchen. The Reebok gym also 
offers trapeze classes and other circus activities for children, as a non-
traditional form of exercise. This is also a strategy used by Bal Harbor 
Shops
97
 in South Florida, a shopping Mall with which Shopping Cidade 
Jardim shares more than just designer goods retailers.  
The resemblance between the two shopping centers in terms of architecture 
and marketing efforts is significant and reinforces the notion that this 
¨society¨ is as prosperous as the US society. They understand the same 
references; therefore they must belong to the same community. These 
contribute to the creation a ¨mis-an-scene¨ favoring the notion that 
consumers are not only buying a product, they are undergoing a much more 
complete experience. 
 
                                                 
97
 http://balharbourshops.com/ 
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Photograph 60 Ball Harbor Shops Courtyard. Copyright: Bal Harbor Shops. 
 
The pre-launch campaign for Shopping Cidade Jardim had three TV spots, 
also posted on YOUTUBE by management and featured the landscape 
architect who talked about the gardens and how the mall was conceived to be 
a “heaven” inside the city’s concrete jungle, the personal shoppers, who 
explained how they were available to assist you in being fashionable and 
“maximize the power of happiness that a purchase can provide” and a social 
columnist who recommended the mall by saying it is a “non-ostentatious 
luxury”. 
The launch campaign itself featured Sarah Jessica Parker, capitalizing on the 
success of the Sex and the City movie, launched that year. The following 
campaign featured photos of supposedly regular Shopping Cidade Jardim 
consumers, taken by Scott Schuman from “The Sartorialist” iconic fashion 
blog, known for taking photos of common people with a sense of fashion in 
the streets.  
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The 2010 campaign featured Kate Moss in various extravagant haute couture 
dresses, while the 2011 campaign featured Heidi Klum, and in 2012 
Leighton Meester, from Gossip Girl was used in an attempt to appeal to the 
younger fashion conscious crowd. In 2013 the campaign featured fashion 
expert Taylor Tomasi Hill. 
Shopping Cidade Jardim is currently a ¨home¨ space, where ¨persons¨ 
belonging to certain ¨tribes¨ share experiences and feel at ease (DaMatta, 
1984; McAlexander, Schouten and Koenig 2002; Maffesoli, 2004). 
Nevertheless, its successive expansions have amplified the target audience 
and although social mobility is a reality in the country, the “traditional elite¨ 
and the new members of the ¨tribe¨ still view each other as adversaries, 
competing for political and economic power in the country.  
The fact that government is now run by the labor party, besides its obvious 
political and economic implications, also symbolizes the “traditional elite” 
loss of prominence. Under this scenario, there is a very clear risk of 
alienating one group by attracting the other. 
Although sometimes not economically profitable, aspiring brands nowadays 
choose to be present at Shopping Cidade Jardim as a form of aligning 
themselves with the myth. As Holt (2005) suggests, the most effective 
brands are parasitical in nature, appropriating myths and capitalizing on 
them. The more aligned with the myth, the more effective the upscale brand 
positioning will be. If the ¨traditional elite¨ is alienated, it is questionable 
whether the mall will remain aspirational for the larger group both brands 
and consumers. 
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Photograph 61 Runway show during business hours; Copyright JHSF. 
 
 
Photograph 62 - Hermés Launch; Copyright JHSF. 
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Photograph 63 - Launch Campaign (2008); Copyright JHSF. 
 
 
Photograph 64 The Sartorialist Campaign (real customers pictured, 2009) Copyright JHSF. 
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Photograph 65 Kate Moss Campaign (2010) Copyright JHSF. 
 
 
Photograph 66 Heidi Klum Campaign (2011); Copyright JHSF. 
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Photograph 67 - Leighton Meester Campaign (2012); Copyright JHSF. 
 
i. Emerging Findings – Shopping Cidade Jardim 
a) While a lasting democracy has been established, Brazil still 
struggles to provide equal access to opportunities across all 
sectors of society and transforming the Brazilian society into a 
more effective meritocracy. Under this scenario, consumption 
may act as a proxy to social advancement for the emerging “new 
rich”, possessing low cultural capital (Bourdieu, 1984). 
b) The “new rich” might not immediately recognize the elite’s codes 
of conduct and thus the help of professionals would be a desired 
service in order to expedite the process of immersion.  
c) This would be partially contradictory to Bauman’s (2002) beliefs 
that life structured around consumption would be free of norms 
and regulations. In facts these “judgments of taste” (Bourdieu, 
1984) would represent rules and regulation that the aspiring 
members would have to follow to be accepted into the group. 
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d) Under the economic paradigm of “social class”, shoppers at 
Shopping Cidade Jardim would likely already be members of the 
“A class” in socio-economic terms98, however, they must adopt 
consumption patterns that could be easily recognized by the 
“traditional elite” in order to be perceived as part of the tribe. 
This is achieved through the performance of a collective 
interpretation of what is believed to the “the way of the global 
elite”. 
  
                                                 
98
 According to the ABRASCE (2013) “Censo Brasileiro de Shopping Centers”, 100% of 
shoppers at Shopping Cidade Jardim would meet the criteria of “A” class, the highest economic 
classification in the country. 
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2.2.4.11. Morumbi Shopping 
If I had to describe Morumbi Shopping using one differentiating trait, I could 
not do so. It is heterogeneous in the sense that during the day different 
groups of people visit the mall, especially due to its location on the edge of a 
major business area, yet this heterogeneity is more of an occupation and 
income type and differences in group culture are not self-evident. 
It is part of a complex involving various office buildings. Next to it (literally 
across a small side street) there is a smaller Shopping Center, Shopping 
Market Place, managed by a major player in the market, Iguatemi. 
 
 
Photograph 68 - Aerial view of Morumbi Shopping. Copyright: Multiplan. 
 
Morumbi Shopping tends to follow Multiplan’s characteristic visual identity: 
a blend of a neo-classical kitsch, with some more modern touches 
resembling a Las Vegas casino. It is aesthetically very similar to 
BarraShopping in Rio. 
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Photograph 69 - Outside view. Copyright: Multiplan. 
 
The Shopping Center opened in 1982 and in spite of several renovations it is 
still completely enclosed, with three levels and very scarce natural lighting. 
The main aisles have fake marble floors and the more modern additions have 
hard wood floors or carpets. Ceilings are not very high, and that, paired with 
the scarce lighting does not give visitors a pleasant feeling. Neither do the 
crowds, which contribute to the claustrophobic sensation. 
 
 
 
 
 
PFJ-February 10th, 2011 
While interviewing the Superintendent, I felt she had a hard time describing 
the positioning. ¨Fashion is key to us¨ and ¨we are a shopping center for 
everyone¨ seemed a bit out of focus. .Maybe it has to do with the 
considerable changes in positioning through the years. She then talked about 
convenience, how the location is optimal for repeat business visits. That 
many people go there to solve their everyday problems during lunchtime or 
right after work, and it finally understood the positioning as ¨conveniently 
located¨. 
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Photograph 70 - Dark aisles. Copyright: Multiplan. 
 
 
Photograph 71 - Morumbi Shopping aisle. Taken by author. 
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Photograph 72 - The Atrium is one of the few areas with natural lighting. Copyright: Multiplan. 
 
 
Although valet service was added several years ago, its parking spots are not 
enough for the demand during peak hours in a city where public 
transportation is chaotic and the middle classes do everything by car. 
Particularly not in an area of the city where walking the streets is believed to 
be a dangerous operation. 
 
 
 
PFJ-December 22nd, 2010 
This place is so 80´s!. 
PFJ-December 22nd, 2010 
I used to come here a lot when I lived in São Paulo. It had a wide offer of 
stores, but parking has always been crazy, especially this time of year. 
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Photograph 73 A completely full parking lot is a routine. Taken by author.  
 
Morumbi Shopping offers a wide variety of products and brands ranging 
from a C&A to an Armani Exchange Store are other more upscale brands, 
both local and international. It has four cinema screening rooms, a full blown 
upscale gym, a very complete gastronomic offer and a gaming area for 
teenagers, as well as a kid’s area where you can leave your children while 
shopping on site, as many other Brazilian malls.  
It attempts to be is a full service shopping center, although it currently does 
not have a supermarket. Originally there was a fresh produce market, 
complete upscale fish and meat stores on the ground floor, offering high 
quality products but that was removed a few years ago to give way to more 
stores. 
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Photograph 74 - Cia. Athletica Gym. Copyright: Cia. Athletica. 
 
The branding strategy pursued has changed significantly over time which 
had consequences on the mall mix. Originally it focused on a family target, 
and presented the shopping center as a leisure option, offering many 
activities, even an ice skating ring, the first one in São Paulo. Eventually this 
positioning was abandoned and the new focus was fashion, so the ice skating 
ring was removed and a new ¨fashion¨ section was built in its place.  
This change took place during the 1990´s and most luxury brands were not 
available in the country. At that time, local high end brands were 
concentrated in the lower floor of the center and the Morumbi Fashion 
Week, the precursor of the São Paulo Fashion Week was held there. At this 
point the idea was to position the mall as high end. 
Eventually that positioning too was slowly phased out, especially when 
luxury brands started entering the country and giving preference to other 
locations, namely Shopping Iguatemi and more recently Shopping Cidade 
Jardim and Iguatemi JK, although management continues to attempt to 
maintain the center´s image connected to fashion. New campaigns started to 
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focus on variety and wide offer in fashion, thus the removal of the fresh food 
marked to include more stores. 
With the high-end strategy no longer credible, management decided on a 
new approach: Morumbi Shopping, as complete as São Paulo. This claim is 
not completely accurate either, as the center does not have a supermarket, 
but has been effective in the last few years and image studies carried out by 
Multiplan reaffirm the success of this approach as consumers refer to the 
Morumbi Shopping as a fashion trend setter (due to the variety of the mall 
mix) and ¨the most democratic place in São Paulo, it has something for 
everyone¨ (Multiplan, 2009). 
The several renovations and expansions have clearly contributed to the 
expansion of the mall mix. However, these expansions followed the 
architectural trend of the moment and created stylistic inconsistencies in the 
décor. 
 
 
Photograph 75 - Mall aisle at the new addition. Copyright Multiplan. 
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Photograph 76 - New addition at lunchtime on a weekday. Complete incoherence in 
architectural styles. Copyright Multiplan. 
 
All Multiplan shopping centers share a common promotion at the end of 
each season, Liquidação do Lápis Vermelho (or ¨Red Pencil Sale¨). They 
also do promotions with giveaways during traditional high sales times, such 
as mother´s day and Christmas. The fashion component is always present in 
the advertising pieces. 
Although many of the campaign concepts are the same across all Multiplan 
properties, execution is allowed to be different in order to cater to the city´s 
cultural specificities and regional campaigns are encouraged when justified, 
as for instance in the case of the anniversary of the city. 
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Photograph 77 - Advertising piece for the ¨Red Pencil Sale, 2013¨. Copyright Multiplan. 
 
 
Photograph 78 - Christmas Promotion. Copyright Multiplan. 
 
All marketing materials work to reinforce the fashion link that the shopping 
center has achieve over the years, without attempting to position it as 
upscale. It is more of a young middle class ¨cool¨ approach, not normally 
using local celebrities. The models used are reflections of their target group, 
late twenties, early thirties, ¨cool¨ looking young professionals. 
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Photograph 79 - 2009 São Paulo´s anniversary campaign. Copyright Multiplan. 
 
 
Photograph 80 - Autumn – Winter Campaign 2010. Copyright Multiplan. 
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Photograph 81 - 2011 São Paulo´s anniversary campaign. Copyright Multiplan. 
In 2012 the Shopping Center celebrated its 30th anniversary with a specific 
campaign and a series of events. They used models appearing to be 30 years 
old yet maintaining their attractiveness. The also held concerts with local 
80´s stars that were still active and popular, appealing to a 30+ age group 
and reinforcing their 80’s look. 
 
 
Photograph 82 - MorumbiShopping 30th Anniversary Campaign (2012). Copyright Multiplan. 
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Shopping Morumbi holds events in its Atrium to increase traffic. Themes are 
selected in order to have a general appeal but can vary form pop culture to 
historic exhibits. They are usually held at the Atrium, but sometimes extend 
to the aisles as well. 
 
 
Photograph 83 - Dinosaurs exhibit (2011). Copyright Multiplan. 
 
 
Photograph 84 - Banner for the exhibit ¨Treasures, Myths and Mysteries of the Americas (2013). 
Copyright Multiplan. 
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i. Emerging Findings – Shopping Morumbi 
a) Shopping Morumbi could be called a non-place (Aubert-Gamet and 
Cova, 1999). It is as if it was an amorphous packaging where 
unimportant, routine life happens. Even its most recent campaign 
tagline reinforces this notion: “the most democratic shopping center 
in Brazil”.  
b) In an attempt to be all things to all people, Morumbi Shopping 
appears to have lost its identity. Even so, MorumbiShopping sustains 
a healthy rentability and tenants appear to be satisfied with the 
returns on their investments. Although sometimes attracted by events 
and exhibitions, consumers have mostly a utilitarian relationship with 
this mall, which seems to operate under a paradigm of shopping 
center management where the experience is less important.  
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2.2.4.12. Center Norte 
Shopping center Norte is built on one level, except for the cinema screening 
rooms, which are on the second floor. The corridors were originally 
conceived to mimic a neighborhood commercial street and neighborhood 
shops were given preference at launch. Nowadays most stores are chain 
brands. 
 
 
 
 
 
Photograph 85 - Center Norte on a busy weekend. Copyright Veja SP. 
It is an enclosed mall and its traditional architecture with low ceilings does 
not allow for the entrance of natural light. The shopping center offers very 
little service, but there is a location where parents can leave their children 
while shopping. It is surprisingly located in the middle of the shopping 
center, with no privacy. 
PFJ-February 2nd, 2013 
I had not been here in a long time and I felt I had to go back and re-visit it 
after the controversy about safety late in 2011. I never liked it much, but this 
time the place seemed really run down. If felt claustrophobic at the site, it 
could be psychological after the events over a year before. 
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Photograph 86 Kid´s Area. Taken by author. 
The founding family still participates in management and invests in 
promotional actions and social responsibility programs, majorly through the 
Instituto Center Norte, an ONG aiming at improving quality of life in the 
north side of São Paulo. Advertising budget is conservative, there is no 
mobile application yet a magazine is distributed to visitors.  
In 2011 the Shopping Center was involved in a controversy concerning its 
safety. It was found that it was built on a former garbage disposal area and 
that methane gas was building up in tits foundations. The public health 
department closed the site and it fined the property owners for not following 
safety recommendations. It was disclosed that the town hall was aware of the 
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situation and that the public health department had informed management of 
the situation several times over the years.  
Eventually, according to government official, the methane buildup became 
hazardous and life threatening. It remained closed for two days, escape pipes 
were installed to avoid methane buildup and the site was cleared to reopen to 
the public. 
This is extremely incoherent with the position that Center Norte 
management had claimed over the years. It is difficult to understand how an 
organization that declares concerns for the area population can build a 
shopping mall over a landfill and allow methane to build up risking an 
explosion. Discourse is clearly inconsistent with reality. 
Instead of taking measures to solve the environmental issue, that year, an 
exceptional investment in advertising was made in November, right after the 
site had been closed for two days and a record R$5 Million was invested in 
order to counter-balance negative media before Christmas season. The move 
seems to have been successful as sales in 2011, in spite of the health issue, 
were said to have increased 18% over the previous year (Veja SP, 2011). 
In 2012 the mall started a renovation project that is expected to be concluded 
in 2015. The difficulties faced in 2011 appear to have been left behind and 
the mall continues to be the first one in São Paulo in the ranking of sales per 
square meter. It capitalizes on tis history and tradition in the area to build its 
client base. 
“I like it here. The mall helped develop the area, now we don´t need to go to 
other areas of the city to go shopping or to a restaurant” – Informant 53 
year old bank manager. 
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Photograph 87 Family outing a few days after the mall was reopened in 2011. Taken by author.  
 
 
Photograph 88 - Parking lot on a weekend. Copyright Center Norte. 
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Photograph 89 - Friday afternoon at Center Norte. Taken by author. 
 
 
Photograph 90 - Valentine´s day campaign 2010. Copyright Center Norte. 
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Photograph 91 - Center Norte Magazine. Copyright Center Norte. 
 
i. Emerging Findings – Center Norte 
a) Although the mall is not luxurious, it is now investing in building a 
fashion tradition and promoting fashion shows and a magazine. This 
activity is paired with the renovation project. Rather than copying the 
strategies of other malls in the city, it indigenizes (Ustuner and Holt, 
2010) the fashion content and uses local celebrities to carry on this 
message.  
b) The population of Zona Norte has changed and a once immigrant 
zone has become a more cosmopolitan area with access to 
information and given that the economic stabilization has allowed for 
international travel for the middle classes. Although retaining its 
traditional heritage, Center Norte is evolving. 
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2.2.4.13. Parly 2 
The cultural difference between the area where the mall is located and 
central Paris was incredible. The city of Paris praises itself for having one of 
the best public transportation systems in large metropolitan areas, yet getting 
to Parly 2 by public transportation is a nightmare. Trains and buses are not 
coordinated and options are limited. Yet no one seems to care. The mall 
offers comfortable parking – including valet parking – and most people 
come by car. 
Parly 2 has undergone significant alterations during the last few years. 
Several additions to the original floor plan, implemented over the last 
decades had caused the mall to lose its identity. A renovation project updated 
the décor while preserving its heritage. The theme for the “facelift” was 60’s 
chic referencing the period when the mall was launched. 
In fact a radical transformation would not be advisable considering the 
traditional clientele that it services. The area around Versailles is populated 
by very traditional middle and upper classes. 
The results were impressive. From an unattractive identity lacking place, the 
mall has been converted into a pleasant environment making reference to a 
time – the 60’s - that revolutionized fashion, with Paris at the eye of the 
storm.  
As proposed by Holt (2005), Parly 2 is attempting to capitalize on the 
Parisian tradition of being the fashion capital of the world. Although no 
luxury brands per se are present, the presence of upscale fashionable brands 
such as Zadig and Voltaire - present also at Le Bon Marché and other 
exclusive shopping areas in Paris – contributes to this positioning. 
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Photograph 92 - Parly 2 before renovations. Taken by author. 
 
 
Photograph 93 - Parly 2 after renovations. Copyright Unibail-Rodamco. 
249 
 
 
Photograph 94 - A contemporary décor with a 60’s flair. 
 
 
Photograph 95 - Lounges simulate a living-room. Copyright Unibail-Rodamco. 
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Photograph 96 The new décor. Copyright Unibail-Rodamco.  
 
 
 
“I like to come here on Wednesdays
99
 after school with the children. 
Sometimes there are activities for them. If we go home, it’s like each one 
concentrates on their things and we never do anything together anymore.” – 
Informant with two young children. 
As unimaginable as it might seem people at Parly 2 appeared to lead very 
similar lives as their counterparts in the US. Stay-at-home mothers, private 
schools and car dependence were a common trait amongst visitors. The mall 
appeared to play a role in a “forced” family interaction. 
Maybe going shopping in the city would highlight these differences and this 
might be one of the reasons why suburban families enjoy shopping at Parly 2 
while very few people living in central Paris would come here. It is not 
attractive enough to be seen as a leisure destination, so that people would 
come here from the city, as for instance can be seen in the case of Bluewater 
                                                 
99
 Primary school children do not have clases on Wednesdays in France. 
PFJ-October 5th, 2011 
After a few frustrated attempts to reach the mall by bus I decided to take a taxi 
from the nearest train station 
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in the London and surroundings area where there are bus services leaving 
from downtown London to go the mall. 
Parly 2 is not built under this paradigm. It is designed to serve the people of 
the surrounding area and is focused on giving these groups a “taste” of the 
Parisian fashion, not the icons of fashion that luxury malls are built to 
provide. 
It is interesting to consider that the economic power of the region might 
award a positive outcome for a luxury mall, as sustained by Ochs and Badot 
(2006). Conspicuous status consumption is not a characteristic of this 
privileged elite population and luxury malls have proved unsuccessful in 
France. 
i. Emerging Findings – Parly 2 
a) Going shopping at Parly 2 serves a ritualistic identity construction 
practice. These suburban families living a comfortable life, based on 
private schooling and car mobility in France seem to have much 
more in common with suburban middle classes in the United States 
than with the typical image of a Parisian family living in a small 
apartment in the center of Paris. 
b) Times are changing and practices need to be negotiated on a daily 
basis. “Forced” family interaction on Wednesdays at the mall is one 
of the copying mechanisms that families have encountered to resolve 
a mythical contradiction in their lives. Stay at home mothers need to 
keep busy and dedicate themselves to the children, but at home it is 
hard to compete with iPods, iPads and PlayStation. In this sense the 
1960’s décor aids in transporting the consumers to a time where 
parents talked with children over the dinner table, not on Facebook. 
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2.2.4.14. Le Quatre Temps 
Almost 15 years ago I took a job at a firm located in Courbevoie, next to La 
Défense. During that time there were not many places to eat in the area 
outside of the La Défense compound and I spent many lunch breaks at Le 
Quatre Temps. Back then, although I was still a long way from choosing the 
academic path in my career, I already wondered why people deliberately 
would choose to eat in a noisy and crowded shopping mall when they could 
buy a baguette and sit on the Esplanade de La Défense enjoying the view of 
Paris. 
 
 
Photograph 97 Esplanade de la Défense. Taken by author. 
Thinking back, my experiences at Le Quatre Temps might have been at the 
root of my interest in understanding the symbolic meaning of shopping 
centers. I had grown up hearing that Shopping Centers were the beach of the 
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Paulistas
100
, who chose to go there for lack of other viable leisure activities 
in São Paulo. Yet Paris was full of leisure activities and people still chose to 
spend their entire lunch breaks inside the mall. 
 
 
Photograph 98 - Busy aisles. Taken by author. 
 
It is true that people take for granted the beauty of their own cities. Maybe 
the view of Paris was not as exciting for Parisians as for me, just as the view 
from the Cristo Redentor in my childhood Rio, although obviously beautiful, 
didn´t seem to be worth the ride up there unless I was serving as a tour guide 
to a friend. 
Peer pressure could also be another factor. In my own experience my 
frequent visits to the mall had a lot to do with joining the group from the 
                                                 
100
 Natives of São Paulo. 
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office and being accepted in this small community. As a foreigner I felt like I 
had to adapt to the local codes, and that included dress codes, food choices 
and leisure activities. In fact I struggled at first with my own personal – and 
maybe ethnic preferences - and made efforts to be seen as one more of the 
gang. 
A lot has changed since my first visits to Le Quatre Temps. An ambitious 
renovation modernized the compound and created different decors at each 
one of the areas of the mall. The goal was supposedly to attract different 
public to each one of the areas. In fact, it felt like different shopping malls 
depending on the area you were at, with different style décor and even 
different ambient music. 
Some areas affectively felt more pleasant, especially the Kiwi Zone with the 
nature inspired décor. The excessive use of pink and violet in other parts 
seemed a bit over the top for my preferences. 
The Dome was planned to be the center of the mall, and it was in fact 
crowded. I felt sorry for the pianist; no one was listening, partially because 
they could not here him from the noise. 
Some many years have passed and still most of the lunchtime options in the 
business area are concentrated at Le Quatre Temps. It is also practical, 
connected directly to the office buildings and the subway. 
Lunchtime was chaos. I felt compelled to buy my baguette and eat outside 
like in the good old days. I resisted in my effort to understand why people 
would willingly choose this chaos. 
 
 
 
PFJ-October 3rd
th
, 2011 
The different architecture between the wings and the bright colors in the décor 
of some areas was surprising. Yet nowhere was pleasant during lunch hour. 
It was crazy. So many people! The noise made me feel dizzy and I had to wait 
until 3 p-m. to have lunch.  
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“I like to come here for lunch because I can do some shopping as well – 
Informant, 28 year old secretary. 
 
Do you have enough time to eat and shop? – Researcher. 
Not always, the lines are long. -Informant” 
 
 
Photograph 99 Lunchtime at Le 4 Temps. Taken by author. 
 
Seeing the large groups of people coming in and leaving at the same time 
during the week reminded me of a fire drill, the required practice 
coordinated by the fire brigade to prepare people for the event of a fire. 
Everyone knows what to do; they do not think much about it and just follow 
the crowd. 
256 
 
In a fire drill, people know it is just a practice and as there is no real risk 
involved, there is no emotion either. This is the feeling I had from looking at 
the people at le Quatre Temps. It was their ritual (Rook 1985). They came in 
for lunch, and if they had time they would do some window shopping 
afterwards. No one though much of it, yet everyone performed the same 
ritual. 
 
 
Photograph 100 Visitors at Le 4 Temps. Taken by author. 
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Photograph 101 – Entering the mall from the subway. Taken by author. 
 
On weekends the situation is different. Most people come in from the 
subway, and thus in large groups every time a train stops, yet these groups 
are more heterogeneous. Many families could be seen on weekends and 
virtually no children were spotted during the week, except for a few on 
Wednesday afternoon
101
, participating in the workshops offered at the mall. 
During the weekend the place is in fact livelier and people do not have the 
robotic aura of weekdays. Still, on my last tour of the mall I could not resist 
to buy my baguette and enjoy the sunset from the Esplanade, like in the good 
old days. 
  
                                                 
101
 Primary schools do not have classes on Wednesdays in France, thus the higher attendace of 
families with children on that specific weekday. 
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i. Emerging Findings – Les Quatre Temps 
a) Although Poupard’s (2007) work was based on Créteil Soleil, the 
behavior of consumers at Les Quatre Temps still reflected the same 
pattern of “flux”. The enormous quantities of anonymous people 
circulating seemed to follow a specific ritual, except the purpose of 
the ritual seemed to be the ritual itself. 
b) Lunchtime at Les Quatre Temps, in spite of the more modern and 
pleasant architecture, felt much like lunch at Créteil Soleil and Center 
Norte. People effectively seemed to be “alone in the crowd” as 
proposed by Bauman (2000) and social interaction at this mall 
seemed very similar to what is described by Poupard (2007).  
c) An underlying motive for this type of behavior might have been to 
socialize with peers from the office, but the key question is whether it 
is really socializing when you cannot hear each other talk. Is the mere 
physical proximity enough to characterize a social bonding ritual? Or 
is this physical proximity reminiscent of postmodern apathy and lack 
of engagement as proposed by Bauman (2000)? The sheer size of the 
mall and the enormous quantities of people at any given time seem to 
override any efforts to position the mall as upscale. 
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2.4.15 Créteil Soleil 
 
 
 
I arrived at Créteil Soleil with a lot of expectations. It was the first shopping 
center in a less privileged area that I visited outside of Latin America. Until 
then I had not spent much time in the peripheral areas in Paris, except for La 
Défense. Also, having seen the work of Jean-Marc Poupard (2007) involving 
Créteil Soleil, I pictured an intense and exciting experience. 
 
 
Photograph 102 - Main entrance. Copyright Klepierre. 
 
However, as I arrived I felt like I was entering Shopping Center Norte, in 
São Paulo. The aesthetics of the two places were astonishingly similar. Both 
are also the leaders in sales by square meter in each of their cities and Créteil 
Soleil felt strangely familiar. 
PFJ-October 4
th
, 2011 
It feels like I am at Center Norte in São Paulo. Same architecture, same 
target. 
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Photograph 103 - Corridors at Créteil Soleil. Taken by author. 
 
The visitor pool at Créteil Soleil was very diverse, as is Center Norte’s. It 
ranged from groups of teenagers to blue collar workers, middle class 
families and retired couples , depending on the times and dates. Afternoons 
were crowded with young people while weekends were filled with family 
outings. 
Despite the similarity is the décor with other malls in other cities, the large 
groups of young people in line to subscribe to the governmental program 
promoting jobs in the area drew my attention. It stroke me as odd since this 
type of public acknowledgement of government assistance would very rarely 
be seen at other Shopping Centers with similar characteristics, particularly in 
Brazil. Also, the ethnic configuration of the people in line, mostly dark 
skinned, called my attention. 
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The contrast from the inner Parisian neighborhoods I was used to visiting 
was impressive. Although ethnic and economic diversity is typical an 
expected of any cosmopolitan city, for the first time I was having contact 
with the social issues that I had read about. 
 
 
Photograph 104 – Looking for jobs. Taken by author. 
 
The history of teenage violence within the mall’s walls contradicts Ferreira 
Freitas’s (1996) arguments that people at shopping malls are looking for an 
ideal and nostalgic version of a utopian village. In fact, as in Belk’s (1988; 
2013) work about the extended self; life within Créteil Soleil seemed to be 
complementary to life outside of it.  
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Photograph 105 - The food court. Taken by author. 
 
Rather than being in a different world, people acted as if at the mall they 
were looking for what they could not have outside, yet without losing track 
of “real life”. They were looking for distraction for the outside world, 
however they were applying for a government program that would – 
hopefully – make their “real life” better. Nevertheless, their prejudices and 
values are carried in with them. 
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i. Emerging findings – Créteil Soleil 
a) Ferreira Freitas (1996) suggested that shopping malls could be 
viewed as "neoagoras" in the daily life of the cities. Life happens in 
its aisles and rituals seem identical in any region of the world. In fact, 
Créteil Soleil did not “feel” different to me as any other peripheral 
malls I had visited in other countries.  
b) This feeling is superficial and based on macro analysis about the 
environment and on the collective socialization going on at the mall. 
Nevertheless, another level of analysis seems necessary, the micro 
level of individual behaviors and how these behaviors reflect in the 
group experience. 
c) The government program line and ethnic violence episodes at the 
mall, for instance, made evident a type of behavior that is opposite to 
what could be seen at other places. Instead of “leaving the problems 
outside”, people remained anchored to their everyday “profane” 
activities (Belk and Wallendorf, 1989). 
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2.2.4.16. Le Millenaire 
Although access to the mall has been significantly improved with the 
expansion of public transportation in Paris, getting there still involves a 
significant amount of effort. That might not have been a problem if the mall 
provided enough attractive features for people to see it as a leisure 
destination. This is not the case. 
 
 
 
 
 
 
 
 
 
 
 
Although there is natural light coming in and on the surface the shopping 
center appear to fulfill many of the architectural guidelines of successful 
shopping centers, with high ceiling and wide corridors, it lacks personality. 
It feels like a giant artificial place – a ghost town or a movie reconstruction 
of a shopping center - where nothing feels cozy or special. 
 
 
Photograph 106 – Boat ride arriving at Le Millenaire. Copyright Klepierre. 
PFJ- September 29
th
, 2012 
I followed the website instructions to get to the mall, but getting there was 
unbelievably difficult. .When I arrived to Porte de la Chapelle Metro Station, 
there were signs saying that buses where not running due to construction. 
Still, there where people at the bus stop, confused because the police had told 
them buses were running. After waiting for twenty minutes, I saw a taxi and 
decided to take it. The driver had never been to the mall and could not find it 
on his GPS – the street names had been changes, apparently. 
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In spite of the colorful, techy décor, it reminded me of the 1991 movies 
“Scenes from a mall” with Woody Allen and Bette Midler. I could clearly 
picture a remake of the movie being set there without even having to close 
the mall to the public. The empty corridors did not seem attractive at all, 
exactly like the background effect in character movies. 
 
 
Photograph 107 View from the upper level. Taken by author. 
 
In spite of having been promoted as a novelty, with exclusive shops, the mall 
mix is not very different from what you would find at other peripheral malls 
in Paris, like Créteil Soleil for instance. Nevertheless, in this case everything 
looks artificial and even the riverside restaurants seem uninteresting, distant 
and detached. In fact, reaching the restaurants once you are inside the mall 
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requires effort. You need to leave the mall either through the main entrances 
or by going through a passageway that feels like a fire escape. 
 
 
Photograph 108 - Grocery carts used as strollers. Taken by author. 
 
It is hard to think of a place in Paris that is not prepared for tourists. This 
was one of these cases. My credit card was rejected at many places because 
it did not have a chip and I had difficulty finding a place to eat every time, 
being forced to pay cash. 
 
 
 
PFJ- September 29
th
, 2012 
I felt embarrassed and was mistreated by personnel for not having a “proper 
card”. 
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The place is usually empty on weekdays, with few cashiers open even at the 
Carrefour. Saturdays are a little less desolated, as a few families can be seen. 
Very few tourists take the time to visit Le Millenaire. 
The mall has also had recurring difficulties with opening hours and has not 
been able to open on Sundays regularly due to a battle with the unions. 
Without Sunday opening the mall lacks attractiveness even on the sole day 
when stores are not open in central Paris. 
On my first visit to Le Millenaire, I looked forward to the short boat trip 
from Le Millenaire Pier, connecting to the Parisian subway system. Even 
after so much time spent in the city, the tourist in me still enjoys these little 
nostalgic and idealized clichés of the city that maybe never really existed, 
except in the collective imaginary of citizens from faraway lands. 
Reality was far from the bucolic trip I was expecting. I had to endure long 
lines as in a subway at rush hour.  
“Even when the mall is not full, there are always lines here on weekends and 
peak hours on weekdays. The service is free and some people take it even if 
they do not want to visit the mall” – Informant – Boat operator. 
Guidelines were no clear to users and this created delays and discontent. 
 “No one said anything when I boarded to come here. Now I’m not allowed 
to go back on the boat. I don´t get it.”- Informant, teenage being told 
unaccompanied teenagers were not allowed on the boat, although there was 
no mention of the rule on the platform signs. 
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At the other side of the trip, nothing interesting was to be found. We arrived 
at a semi-industrial zone near La Villete, with nothing interesting to see, and 
relatively far from the subway station. No one could tell us whether to go 
right or left to reach the subway. 
“Where do we go from here?” – Informant, tourist from England. (At the 
end of the line there were no signs directing people to the nearest subway 
station) 
 
 
Photograph 109 Waiting for the “Navette Fluvial”. Taken by author. 
 The trip itself was short and we had been delivered to a stop which seemed 
to be in the middle of nowhere. A perfectly coherent ending to a 
disappointing adventure.  
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i. Emerging findings – Le Millenaire 
a) Le Millenaire lacks identity. It is a Shopping Center that fulfills 
utilitarian desires of goods and services yet devoid of the experiential 
and mythical experience that consumers are also aspiring for. It is 
consistent with Augé’s (1995) notion of non-place where no bonding 
is formed. Not with the mall, and not with fellow visitors. 
b) Le Millenaire seems to operate under a utilitarian paradigm. But with 
anchor stores fighting to end contracts and leave the mall, not much 
seems to be left there to attract the public. And as the image of 
“failed” mall solidifies; it is ever more difficult to attract people. The 
empty isles transmit a feeling of desolation. 
c) Le Millenaire seems to fail also in terms of zoning, as proposed by 
Ochs (2008). There does not seem to be any logic in terms of store 
placement in the mall (or at least not an intuitive one) and this clearly 
affects mall positioning. It lacks identity at every level of analysis. 
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2.2.4.17. Westfield London 
Although I had been in London before, Westfield London was my first 
contact with a shopping center in the UK. It is ideally located a few subways 
stations away from trendy neighborhoods like Notting Hill and next to three 
of London’s expressways. 
Access was easy and fast. The décor is classical and minimalistic in general, 
and more elegant in the Village area, where the luxury retailers are located. 
The caviar and Champaign bar at the center completed the scenery. The 
Grand piano was a nice touch. 
 
 
Photograph 110 The caviar and Champagne bar. Taken by author. 
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Nevertheless, it felt strange to enter the mall from the subway into the 
Village area. The large groups of people coming in seemed to disturb the 
quiet atmosphere of the premium part of the mall. 
 
 
 
Connected through a platform, the outside restaurants had an air of a small 
village of the seashore, although there was no water in sight. Many were 
relatively upscale, although not luxurious per se. Jamie Oliver’s pasta place 
was crowded with people, most in business attire at lunchtime on a weekday. 
A variety of services were offered for clients at a fee. A long list of personal 
stylists is offered, with varying price tags. Hands-free shopping and home 
delivery are also available. A concierge service is offered throughout the 
mall, yet they most act as customer assistance desks, giving out information, 
although restaurant reservations and other tasks can be performed for a fee. 
The Wi-Fi connection worked amazingly fast even with the mall filled with 
people using their smartphones. 
 “I enjoy having lunch here with clients, it is central and the restaurants are 
good. Sometimes I even stay for a while in between client visits. The Wi-Fi 
service is free and works very well. I can stay connected and save time not 
going back to the office”. – Informant, 32 year old sales representative for a 
tech company waiting for a client at a restaurant. 
Although the aisles in the main area of the mall were never empty, they were 
absolutely crowded on weekends. It was surprised to see the variety of 
services offered at kiosks on the aisles.  
PFJ-October 8
th
, 2011 
This clearly feels like a more upscale mall. It seems odd, though, that The 
Village, with all the luxury boutiques, was located right at the subway 
entrance, generating a lot of traffic off target. 
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At Westfield London one can find not only massage stations (as in most 
airports), but a full array of services ranging from trimming your eyebrows 
to teeth whitening, offered in kiosks in the aisles. The latter seeming the 
most strange to me, both for personal and hygienic reasons. For me this was 
a service you needed to go to a dentist office, with an appointment, and 
make sure the place was clear of bacteria. 
 
 
Photograph 111 - Teeth whitening service, preformed on the aisles. Taken by author. 
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Photograph 112 – Alley at Westfield London. Taken by Author. 
 
 
Photograph 113 A family outing. Taken by author. 
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It is interesting to see how people would walk past the Village coming from 
the subway, yet not stay there. It was as if an imaginary wall separated these 
two different worlds. Instead a creating a community “that sees no 
differences” (Bauman, 2000), Westfield London has created two 
communities under one roof. 
 
 
Photograph 114 - The entrance to The Village from the main mall. Taken by author. 
 
There does not seem to be any animosity between the groups, but the fact 
that the Village acts as a mere passageway for the majority of the visitors, 
who do not even stop to see the widows at those stores may indicate that 
they feel as if they did not belong there. 
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For a different group of people, majorly young executives with successful 
careers, shopping at the Village represents the lifestyle that they seek to 
achieve and the services offered by the personal stylists perform a rite of 
passage (Turner, 1969; Schouten, 1991) welcoming them into a new phase 
of their lives. 
“To be successful you need to look the part. I can´t walk into a client’s office 
wearing a cheap suit” – Informant, 27 year old arguing with his girlfriend 
over a purchase. 
i. Emerging Findings – Westfield London 
a) Laburthe-Tolra and Warnier’s (1993) argue that the human being 
uses objects and signals to define themselves, which means that what 
we consume reflects what we are. Participating in activities in a 
public setting, such as trimming eyebrows and whitening teeth is part 
of the construction of cultural meaning. While advertising transfers 
meaning from the culturally constituted world to goods, rituals 
transfer meaning from goods to consumers (see McCracken, 1986; 
Holt, 2005).  
b) It seems clear that different communities inhabit the same physical 
space at Westfield London. Nevertheless, this seems to be done 
without major inconveniences. One possible explanation is that 
although the different groups have different income levels and other 
socio-economic differences, status consumption and the construction 
of a “more successful self” seems to have been a shared goal between 
the groups. 
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2.2.4.18. Bluewater Kent 
Since the 1980’s, there have been two simultaneous and opposing forces 
shaping the population distribution in the London and surroundings area. 
Certain suburbs have been populated by young childless couples who work 
in the city, while middle class families with young children have moved to 
rural suburbs where real estate prices are lower. Nevertheless, living 
conditions in some London and surroundings suburban zones have 
deteriorated considerably with the economic crisis and the city is now 
surrounded by a “poverty belt”. 
In a society where teenage violence is soaring, Bluewater puts on a great 
show. With a leasable area of approximately 150.000 m2 over two levels, 
over 7.000 employees, with 7 lakes on the property and an architecture 
resembling a boat from the inside and a spaceship much like the Death Star 
from the outside, it is positioned as a leisure destination to the point that the 
people working at the information desks are called “concierges”, and visitors 
are “guests”, as in a hotel. It is currently the second largest shopping center 
in England. Nearly 30.000.000 “guests” spend on average over £130 on each 
visit, generating over £1.0900.000.000 in sales revenues. 
 
 
 
 
PFJ Oct. 6
th
,  2011 
Travelling through London´s suburbs was a shock to me. Even though I 
had seen the riots on TV and new of the poor conditions part of the 
population lived in around London, I had clearly credited some of the 
reports to the idea of  ¨journalists exaggerate in order to sell more 
papers¨:. Coming from an emerging economy, one believes these things 
only happen in the ¨underdeveloped world, as we call ourselves. 
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Photograph 115 - Aerial view of Bluewater Shopping Centre-Copyright Lend Lease. 
 
As sustained by Bauman (2000), consumers in temples of consumption, such 
as shopping malls feel like being ¨somewhere else¨, away from everyday 
situations and ¨the dangers¨ of reality and that ¨the crowds filling the 
corridors of  shopping malls come as close as conceivable to the imagined 
ideal ¨community¨ that shows no differences¨. He claims that the feeling that 
consumers have inside a shopping center is ¨a near-perfect balance between 
freedom and security: a comfortable feeling of belonging.¨ (pages 91-102). 
In May 2005, Bluewater announced a ¨code of conduct¨ to ban swearing, 
clothing that obscures the face (especially hoods and baseball caps that 
interfere with security cameras), and ¨groups of more than five without the 
intention to shop¨. The policy generated divided opinions, although Tony 
Blair expressed support, and mall management claims that the action 
increased traffic significantly.102 
  
                                                 
102
 http://www.telegraph.co.uk/news/uknews/1490357/Bluewater-profits-from-hoodies-
ban.html 
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In fact, while Bluewater has shown growing revenues in spite of the 
economic crisis, the London high streets have announced declining sales. 
Many factors have contributed to this scenario. For families living in rural 
suburbs, going shopping in the city means crossing the “poverty belt” and 
being forced to acknowledge the reality of things. With soaring violence 
rates, one can only be safe if among equals and Bluewater provided this 
feeling of safeness. A mythical construction of the criminal youth, well 
explored in Hollywood movies, is performed by the suburban middle class 
families to solve a key contradiction of affecting their lives. 
During hard economic times as consumers look for distraction from their 
everyday problems. Ferreira Freitas (1996) describes shopping centers as 
post-modern spaces that try to simulate the ideal modern town, one without 
pollution, traffic jams, and crime and parking problems. This consistent with 
Baudrillard’s (1970) view that western consumer society is one of 
Hyperreality, where experiences generated from consumption are more 
intense and involving than everyday life, and are therefore more ¨real¨ than 
reality itself. 
¨I come here on birthdays or to go to the cinema. Parking is easy and free, 
and there are lots of things to do.¨. Informant- a 40 year old housewife from 
the London and surroundings area. 
In fact, visitor´s opinions can be summarized in two phrases, repeated 
frequently:  
¨It is much nicer than Lakeside¨ and ¨Parking is easy and free¨. 
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Although overwhelmingly satisfied with Bluewater in general, some 
consumers acknowledged that some low cost brands that they usually bought 
from were not present at the mall. However, this did not seem to be an 
inconvenience for them: 
¨There is no Primark and many shops are a bit expensive. But there are quite 
a few high street brands. I like it this way¨. Informant, Thirty five year old 
clerk from the rural suburbs. 
Although in terms of income the public is blue collar and middle class, many 
of the brands are slightly more upscale (yet still accessible on a smaller 
scale). The mall mix is deliberately managed to stimulate the transferring the 
symbolic meaning from these objects of consumption to consumers’ 
perception of their own situation (McCracken, 1986). 
Consumers may be using consumption patterns and objects to convince 
themselves and others to demonstrate a financial solvency that they may not 
have in reality. 
In the picture below, families can be seen at a sushi bar during lunchtime. 
Although now significantly more accessible than it used to be, sushi remains 
positioned as a more ¨upscale option of fast-food¨ than other options. By 
offering an option to pay ¨by the piece¨, consumers are tempted by the 
relatively low unitary prince into choosing sushi over other more 
inexpensive options. There were no ¨traditional¨ sushi restaurants at the mall, 
only serf-serve, by the piece options.  
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Photograph 116 - Families eating sushi. Taken by Author. 
 
 
 
 
 
Belk et al. (1989) argue that religion is not the only arena where the concept 
of sacredness is at play as many contemporary consumers fear, admire and 
treat with the extreme respect certain elements of everyday life, thus 
transforming them into icons and rendering them a “sacred” connotation. 
PFJ-October 6
th
, 2011 
This reminds me of a spaceship. Seems like a kaleidoscopic effect. Outside a 
spaceship, inside a spaceship…It reminded me that I was inside of 
Bluewater. 
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The sacralization of objects, the ritualization of the shopping experiences 
and the performance of myths can be observed in the consumers at 
Bluewater.  
The number of half eaten apples, flowers and pictures on display at the 
Bluewater Apple Store a few days after Steve Jobs died was disturbing. The 
store looked like a shrine. 
 
 
Photograph 117 - The Apple a few days after Steve Job’s death. Taken by author. 
 
  
282 
 
Sales were booming and later that day entire families would be opening the 
boxes of their new iPads, iPhones, iMacs, while they ate cheap food. Could 
they afford those and not the food? Or was the shopping experience more 
exciting that way? Would these consumers be trying to convince themselves 
and their community that everything was OK by consuming these goods, 
even if this was done at the expense of other items? Maybe the devotion to 
Apple products and its iconic leader could be interpreted as a symbol of the 
better times yet to come. 
By drawing on an iconic mythical journey from their teenage years, parents 
engage in a nostalgic journey (Cohen and Taylor, 1976; Baudrillard, 1988; 
1996; Foster, 1989; Jameson, 1989; Brown, 1999; Goulding, 2000) that 
contributed to the festive “mis-en -scene”. 
“During winter we usually go to the movies as a family and in the summer 
months miniature golf and other activities are very good options. There is no 
need to go all the way into London to have quality family time. I’m not used 
to the city any more, it is too chaotic”. - Informant, mother with two young 
children. 
People filling the aisles at the mall seem in fact to be there in search of not 
only products, but socialization – a search for engagement. This may explain 
the apparent conformity on the part of consumers to learn to drive or do 
beauty treatments in public: it´s not enough for people to buy the product, 
they need to be seen doing it, making passers-by part of the experience. 
 “There is something for everyone here. Everyone in the family wants to 
come”. –Informant, teenager waiting in line for a driving lesson. 
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Photograph 118 - Teeth Whitening Service on an aisle at Bluewater. Taken by Author. 
 
 
 
 
  
PFJ- October 8
th
, 2011 
Hygienic considerations aside, I would never feel comfortable doing that in 
front of an audience, let alone a full soccer stadium of people. 
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i. Emerging findings - Bluewater 
a) The Greater London area has been severely affected by the economic 
crisis and there are reminders of this fact all along the way from 
London to Bluewater Shopping Centre. The already existing social 
differences appear to have been intensified over the last few years. 
Although controversial, measures like the Bluewater Code of 
Conduct have apparently attracted families who feel safe in the 
interior of the mall. 
b) This “code of conduct” creates a perception of safety by forcing 
certain groups to either conform to the rules -annihilation of the 
¨other’s otherness¨- or refrain from visiting the mall -annihilation of 
the ¨others¨. (Lend Lease “Code of Conduct”, 2012). Nevertheless, 
this measure causes merely a perception of safeness as there is no is 
no proof that individuals wearing those particular pieces of clothing 
were violent or criminal. 
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2.2.4.19. Westfield Stratford City 
Arriving at the mall form the subway was an interesting experience. 
Although the Olympics were over, as I saw the outline of the Olympics 
Stadium from a distance, I felt unexpectedly emotional for someone who is 
not a great fan of sports. 
 
 
 
 
 
 
 
Photograph 119 - Westfield Stratford City form the train platform. Taken by author. 
PFJ-September 24th, 2012 
As I reached the platform at Westfield Stratford City, it reminded me of 
the experience I had had when I felt obliged to attend at least one College 
Football game during my years as a student in the US.  
It had been a particularly emotional Homecoming Game between Purdue 
and Notre Dame and marked the 30 year anniversary of the Apollo 11 
landing. Twenty three astronauts, all graduates from Purdue, were present 
of the field and Neil Armstrong started the game. I felt like crying, as I 
was a part of this story just by being there as a fellow student. Yet at the 
same time I questioned myself why I felt that way, I was not America, not 
a sports fan, I never understood the rules of the game, and was never 
really interested in the space race.I felt the same way as I saw the London 
Olympic Stadium from a distance. 
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The Olympics were over, yet the structures stayed. The gigantic LED panels 
both outside and inside alternated directions ads. The reinforced the link 
between the mall and the games. 
Entering through “The Street” the concept seemed very interesting. An 
outside lane, mimicking a village commercial street, with stores on both 
sides. Still, as I ran inside under heavy rain, I wondered how this works in 
the winter months. 
“Miserable weather outside. Welcome to London. This is our winter, fall, 
summer and spring.” – Informant at the Starbucks line at the site of s 
soaking wet version of me. 
 
 
Photograph 120 - View of “The Street” under bad weather. Taken by author. 
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Inside the shopping center I was surprised to see large groups of people 
speaking different languages, yet they did not look or act as tourists. 
Shopping for groceries and having haircuts were not typical touristy 
activities. In fact, mall management later confirmed that outside of the 
games’ timeframe, general public is composed of mostly locals.
103
. The 
number of veiled women also drew attention, although common in all 
London areas, the proportion seemed to be significantly higher here. 
 
 
Photograph 121 - Middle class and blue collar visitors. 
                                                 
103
 Informant- Management. 
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Nevertheless, it felt as if the mall mix had been planned for the tourists. The 
mostly middle class and blue-collar crowd did not seem attracted by the 
upscale retailers at the mall and preferred Primark and other low budget 
stores, leaving the more expensive stores virtually empty. 
 
 
 
 
 
 
Photograph 122 - The empty champagne bar on a day of full traffic. 
  
PFJ-September 24
th
, 2012 
Some of these retailers seem off target with the public. The mall is 
full but no one is at the champagne bar….or at the Noshers Salmon 
Store…or at the multibrand luxury store for kids…No one here 
seems willing to buy a 200 pounds Burberry Coat for a kid…This is 
clearly a blue collar, maybe middle class mall…completely different 
from Westfield London, although architecture is not that different. 
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In fact, Management acknowledged that the mix needed to be adjusted and 
by 2013, some of the upscale retailers had left the mall. The mix is slowly 
adapting itself to the long term reality of the location. Away from the city 
center, yet easily connected to it, the area is being developed to attract a 
middle class young group of residents who prefer to stay in the city rather 
than move away to the suburbs. 
 
 
Photograph 123 - Aisles at Westfield on a quiet morning. Taken by author. 
 
The hotels connected to the mall are also betting on a type of tourist or 
business traveler who prefers to stay at standardized 3 or 4 stars chain hotel 
at a non-centrical area for the same budget as they would pay for a lower 
quality option more centrally located.  
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The services offered follow the same line as the ones available at Westfield 
London, yet with lesser complexity and exclusivity. There is no personal 
stylist, although home delivery and hands-free shopping are available. 
 
 
Photograph 124 - H& M at Westfield Stratford City. 
The activities for children are similar, and the Wi-Fi service is very good. In 
fact, at the coffee stores you can see many people working on their 
computers, although it seems hard to concentrate during peak hours, 
especially lunch time. 
During weekends you see many families enjoying the day together. Under 
heavy rain or cold weather this trend is intensified. The frequent bad weather 
conditions certainly contribute to this habit of strolling the mall rather than 
the streets with the family. 
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i. Emerging Findings – Westfield London 
a) During hard economic times as consumers look for distraction from 
their everyday problems. Ferreira Freitas (1996) describes shopping 
centers as postmodern spaces that try to simulate the ideal modern 
town.  
b) This consistent with Baudrillard’s (1970) view that western 
consumer society is one of Hyperreality, where experiences 
generated from consumption are more intense and involving than 
everyday life, and are therefore more ¨real¨ than reality itself. The 
success of “The Street” at Westfield Stratford City, in spite of the 
London bad weather is a good example of this. 
c) All in all Westfield Stratford City seems to be on the right track. The 
heterogeneous crowds filling the corridors, although not categorizing 
a community per se, seem to enjoy the company of each other, a 
sense of belonging has emerged. They seem to have a connection to 
the place; maybe the Olympic heritage will leave more than a 
memory behind. 
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2.2.4.20. Brent Cross 
Until a visited Brent Cross, I had never really thought much of my condition 
as an “outsider” in these spaces. I had always felt like a consumer in a retail 
space, even if the particular shopping center I was studying would have not 
been one a would have chosen to visit had it not been selected for my 
research.  
 
 
 
 
 
At Brent Cross I felt excluded for the first time. It was not a question of 
social class; rather it was the cultural codes that I did not recognize. The 
dress codes were different from what I could appreciate in Central London 
and I guess I had not come prepared for that.  
I assumed I would be going to one more blue-collar / middle class mall 
where people would be socializing in much the same way as at other malls 
with similar visitor profile in terms of social-economic variables. 
Instead, this was the place where the superficiality of these segmentation 
variables was more evident. There were many Islamic veiled women, 
although to as many as at Stratford City. Nevertheless, these women at Brent 
Cross seemed less “cosmopolitan” than the ones at Stratford City, in the 
sense that they interacted virtually with themselves and amongst group 
members.  
PFJ-September 25
th
, 2012 
Got lost getting here, took the bus in the wrong direction. That allowed 
me to experience the neighboring Orthodox Jewish neighborhoods. I felt 
completely out of place while waiting to change buses at a bus stop in the 
Orthodox neighborhood. My tight animal print jeans felt out of place. I 
felt like people were looking at me, judging me. I was the “minority” 
there. I gave me a taste of what discriminations feels like.  
It later drew my attention to the fact that although there were many Arabs 
at the mall, not many orthodox Jews were spotted. No Kosher businesses 
at the mall, not even food related. I remembered Abasto Shopping in 
Buenos Aires and its Kosher McDonalds… 
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Photograph 125 - Cars at the parking lot. Taken by author. 
PFJ-September 25
th
, 2012 
Today I had a very intriguing experience at Brent Cross. As I sat down at 
Starbucks to organize my notes, a couple were sitting next to me. Something 
about their behavior seemed off, so I paid attention. It felt like a job 
interview. The man asked the woman personal questions and she answered 
visibly uncomfortable. He took notes. He then talked for a while about his 
job, how wonderful it was, allowing him to interact with many people, and 
the wonderful prospects it had. It then became clear that it was a ¨job 
interview¨ for a position as his wife. Eventually she left, he organized his 
notes and left a few minutes later.  
When I was done I resumed my activities and by chance I crossed paths with 
the man once again. He was working at a quiosk at the mall: ¨Buy gold, pay 
cash¨. 
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Mall mix was not significantly different than Bluewater, for instance, yet 
décor was a lot simpler. The malls age is evident from its architecture. 
Behaviors and shopping rituals were did not seem to show as much a 
concern with status consumption, although there was an Apple Store and it 
was full of people. Maybe it was just that the actions were more subtle, not 
explicitly demonstrating a desire to use consumption patterns as 
differentiating traits. 
It felt like people took their time to select their purchases. Some seemed to 
be just promenading, although you could see shopping bags. At other places 
people would come in knowing what to buy and if the purchase itself was 
prolonged, it was simply to extend the pleasure of consumption. At Brent 
Cross it felt as if the people were actually making decisions at the point of 
sale, like old times, like before the internet. 
 
 
Photograph 126 - The Apple store at Brent Cross. Taken by author. 
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I had a hard time finding a place to eat. Most of the choices were junk food 
and I ended up eating at Yo Sushi, which seemed a little healthier than other 
options. Thinking back, it probably was the one choice that resembled 
something I would have chosen voluntarily, something that had a vague 
resemblance to my own identity construction. 
 
 
Photograph 127 - One of the corridors at Brent Cross. Taken by author. 
 
I did not feel comfortable at all at Brent Cross. People were polite, yet this 
did not seem natural. It felt as if they were doing me a favor by servicing me. 
Most people did not seem to be enjoying themselves; rather they were 
engaged in a routine and did not seem to think about it much. It was like a 
ritual, a process that they had to get through to achieve a certain expected 
outcome. The large crowds at Brent Cross were in fact “alone in the crowd”, 
as proposed by Bauman (2000). 
296 
 
“I used to be a construction worker. Now I’m too old for that. I chose to 
work at the mall because I live near here. I can read in between clients. I 
never used to read before. My job is ok. I don´t make a lot of money but it’s 
enough, and I get to talk to people a lot. Most people here are like me, we 
have a lot to talk about.” – Informant, cab driver working at Brent Cross’s 
cab station. 
 
i. Emerging Findings – Brent Cross 
a) Brent Cross was the place where the difference between the concepts 
of buying and shopping was most evident. People at Brent Cross 
seem to be buying what they needed, which involved a series of 
operations. Yet they did not seem to be looking for additional 
experiential benefits, as would be expected in a trip to malls like 
Bluewater, for instance. 
b) The mall seemed to be operating under a utilitarian paradigm of 
shopping, and the mall was managed under the one-stop-shopping 
model proposed by Central Place Theory (Eppli and Benjamin, 
1994). It felt like entering a time machine and going back to the late 
1970’s. 
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¨It is not enough for theory to describe and analyze, it must itself be an event 
in the universe it describes. In order to do this theory must partake of and 
become the acceleration of this logic. It must tear itself from all referents 
and take pride only in the future. Theory must operate on time at the cost of 
a deliberate distortion of present reality.¨ 
Jean Baudrillard 
2.3 Inter-case analysis and interpretation process 
Considering that the CCT tradition in consumer research has originated in 
calls for researchers to explore the often overlooked experiential, social, and 
cultural dimensions of consumption in context (Belk 1987a, 1987b; 
Holbrook and Hirschman 1982 cited by Arnould and Thompson, 2005), this 
work takes into account the contextual factors which may be influencing 
shopping and consuming experiences at shopping centers in each location 
and the role of these shopping and consuming experiences in the processes 
of consumer identity construction. Each of the proposed research questions 
is therefore addressed in the following sections. 
After each case was analyzed, a list of emerging findings for each case was 
prepared. The case by case narratives were then revised and complemented 
in light of new emerging constructs before the cross-case analysis phase 
would begin.  
Once the case by case analysis was finished, a continuous coding system 
organized findings so that similarities and differences across cases could 
emerge. Similar ideas and concepts were then organized around macro 
themes that were somehow relevant across cases and related to the original 
research questions. 
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As has been previously mentioned, although a lot goes on at each of the 
selected shopping centers covered by this work, themes were selected with 
the goals of this research in mind: analyzing similarities and differences in 
the shopping experiences produced and undergone at shopping centers in the 
Greater Buenos Aires, Rio de Janeiro, São Paulo, Paris and London areas. 
This analysis was carried out considering the agentic roles by the different 
players that interact at these commercial spaces on a daily basis (consumers, 
mall operators, retailers, brands, etc.) so as to provide insights for managers 
operating in these markets.  
Although it examines experiences produced by consumers and by managers 
independently, its main focus is co-produced experiences, where both 
managers and consumers intervene. This analysis therefore privileges the 
framework proposed by Carù and Cova (2007) where experiences are 
analyzed “on continuum”.  
As is typical of inductive research, the initial research questions are broad in 
spectrum and therefore the researcher must “follow the data” and develop 
constructs through pattern recognition. Theory emerges as themes develop 
within and across cases as the researcher searches for their underlying 
logical arguments (Eisenhardt 1989b; Eisenhardt and Graebner 2007). 
The idea of the following section is to discuss the emerging themes that have 
been observed to arise in more than one case. This process aims at looking 
for similarities and differences across cases, without any necessary 
attachment to geographical regions. However, although some themes were 
clearly relevant in more than one city, others seemed to have a strong 
connection to geographical areas. 
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During this process nine themes were developed: (1) the role of commercial 
spaces in heterogeneous group socialization; (2) mythical constructions and 
the ritualistic performances in conspicuous status consumption; (3) a non-
place or a medium for community building; (4) the role of servicescapes 
during hard economic times; (5) the co-construction of consuming and 
shopping experiences trough mythical and ritualistic performances; (6) 
Conformity / disconformity with codes of conduct (written and unwritten); 
(7) transformation of servicescapes with changes in society; (8) place 
attachment in retail environments; (9) shopping malls as public goods. 
Themes were then organized in the following table. It was observed that 
themes (4); (7); (8) and (9) were recurrent at all malls, while other themes 
emerged at some, but not all studied sites. The degree to which these themes 
were relevant varied across cases, and the next sections explore these 
similarities and differences in detail. Based on a continuous coding system, 
the nine emerging themes were then regrouped into three macro themes that 
could better address the research questions proposed at the beginning of this 
research project. 
 
Figure 21 – Emerging Findings
The role of commercial spaces in 
heterogeneous group socialization
Mythical constructions and ritualistic 
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2.4. Theoretical discussion of emerging findings across cases 
The following sections provide a theoretical discussion of each of the macro 
themes developed and the cross-cultural implications of these findings. 
Three macro themes emerged across cases: (1) The servicescapes meaning in 
current times; (2) Heterogeneous community collaboration and the co-
construction of shopping experiences; (3) Conspicuous status consumption 
and social mobility in a liquid contemporary world. 
2.4.1. The servicescapes meaning in current times 
Several aspects of the role of servicescapes in current times have emerged 
from the findings. This theme was recurrent across all cases, although to 
different degrees and sometimes with different implications for different 
cases. The different facets of the theme are closely interconnected and are 
discussed in detail in the following sub-sections. 
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2.4.1.1. Are shopping centers places or spaces? 
Shopping centers have been at the center of the discussion on the symbolic 
meaning of commercial spaces. Goulding et al. 2009 and Cova et al. 2007, 
cited in Canniford 2011) propose that shopping malls are places for tribal 
socialization. Since tribes rarely dominate the everyday life of the consumers 
and instead partition the working week, tribal members may thus display 
multiple group memberships and temporary affiliations as they engage in 
active play with marketplace resources. 
Arguably, the shopping mall represents contemporary palaces although some 
authors believe they are in fact “placeless”, rather than places (Woodruff-
Burton et al.; 2002). In fact, Visconti el al. (2010) sustain that the notion of 
space traditionally refers to something anonymous (Augé, 1995), whereas 
place typically refers to the meaningful experience conveyed by a given site, 
a “consumed space” (Sherry 1998; Tuan 1977 in Visconti et al. 2010).  
Places are therefore more than spaces, they are seen as a result of the 
interaction of various agents, and become the “significant centers of our 
immediate experiences of the world” (Relph 1976 in Visconti et al. 2010). 
This attribution of meaning, and thus conversion of a space into a place, 
operates through a process of space appropriation involving behaviors and 
emotions leading to the creation of a “sense of belonging” permeated with 
symbolic meaning (Aubert-Gamet 1997; Fisher 1992; Lefebvre 1974; Low 
1992 in Visconti et al. 2010).  
This analysis implies that those shopping centers which have successfully 
managed to become treasured places can be viewed as “spaces for tribal 
socialization” while those who have not managed to sustain a more durable 
and symbolic relationship with its consumers can be seen as “placeless”. 
Nevertheless, success and failure of shopping malls cannot be explained 
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solely by this dichotomy as some of the shopping centers studied seemed 
operational successful in spite of their “placeless” status. 
In fact, Shopping Alto Palermo in Buenos Aires and Shopping Morumbi in 
Sao Paulo, for instance, are both extremely profitable although they can be 
categorized as “placeless”. Both of those malls successfully operate under an 
utilitarian paradigm. 
On the other end of the spectrum we have Le Millenaire in Paris. It is true 
that it in Paris has shown sustained difficulties since its opening, but this 
failure cannot be solely explained by its “placeless” status. Operational 
difficulties have also impaired its ability to successfully function under a 
utilitarian paradigm. 
2.4.1.2. Place attachment and homeyness 
Debenedetti et al. (2014) propose that commercial places can become 
treasured, special places when they create a sense of homeyness (McCracken 
1989) by providing an experience that goes beyond what consumers believe 
that the market usually offers. This experience encompasses a blend of 
familiarity, authenticity, and security that is interpreted as an experience of 
homeyness characterized by the way people engage with the place and its 
inhabitants: familiar individuals - rather than anonymous staff - and a 
personalized service setting.  
According to the authors, treasured commercial places are seen as authentic, 
meaning that they are genuine; irreplaceable and not limited to commercial 
intent (see Holt, 2002; Grayson and Martinec, 2004; Beverland and Farrelly 
2010). Authenticity is in fact perceived and constructed, rather than being an 
objective characteristic of goods or experiences (Grayson and Martinec 2004 
in Debenedetti et al. 2014).  
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This is consistent with findings from Bardhi, Eckhardt and Arnould (2012) 
that had shown that global nomads develop a sense of “home” through 
situational - and therefore mutable - attachment to possessions and practices. 
They argue that people can in fact develop (or construct) a feeling of 
homeyness from building relationships and temporary attachments. 
Treasuring a place can thus be achieved through an acquired meaning that 
relates to a particular liminal situation in a person’s life. 
Treasured places offer a physical, social, and symbolic protection from the 
outside world through social interaction and mythical connotations (Holt 
2002). Visitors feel secure in a place where they believe they are among 
equals. However, such environments protect but also partially expose the 
intimacy of individuals (Aubert-Gamet and Cova 1999). 
These places provide a space where conventional rules of supply and 
demand are seen as more flexible and as a result, the commercial and 
transaction-related characteristics and benefits become peripheral to the 
homey and non-market characteristics of the setting. Practices as Shopping 
Cidade Jardim giving away free passes to valet parking; and Shopping 
Fashion Mall sending clothes home to “special clients” to try out without 
necessary committing to purchase are clear examples of these flexibilization 
practices. Sharing (Belk, 2010) and gift giving (Sherry, 1983) become the 
lenses through which the consumer interprets the place experience and 
convert anonymous spaces into treasured places (Debenedetti et. al. 2014). 
These practices can also aid in explaining price insensitivity in some 
contexts. For instance, at all of the more upscale shopping malls in Latin 
America consumers were willing to buy luxury products at a premium price 
if compared to what these same products would cost overseas.  
  
305 
 
For these consumers the price premiums charged were no secret. Although 
many of those consumers were frequent travelers, they were often willing to 
pay extra to acquire them at those malls. Being recognized and “treated as 
special” were some of the more frequent reason given by consumers for this 
behavior. They chose to view high prices as proxy for high quality
104
. 
Nevertheless, this process can also be subliminal at times. Community 
building practices can also culminate in place attachment. For instance, the 
“code of conduct” at Bluewater also contributes to the feeling of homeyness 
as a certain type of consumer perceives the place as “safe”. The exclusion of 
one group can create a sense of homeyness for another group: being among 
equals. 
Other aspects of management of the servicescape can have similar effects. 
The renovated décor at Parly 2, for instance, makes reference to familiar 
aspects of French culture and to a time when Paris was at the center of the 
fashion revolution. It resorts to a symbolic, nostalgic notion of Paris as a 
means to constructing perceived authenticity in fashion retailing. 
As in conventional gift-giving practices, the “gift” of access to a homey 
place in a market setting leads to reciprocating behaviors toward the gift 
giver. Attached consumers demonstrate an enthusiasm and sense of 
commitment toward the place, as well as an engagement that goes beyond 
exchange norms. This engagement can happen online and offline and relate 
to the concept of the extended self as proposed by Belk (1988; 2013; 
Debenedetti et al. 2014). 
The authors further argue that consumers make themselves at home by 
getting involved in exclusive activities and in turn support the place through 
“over-reciprocation” or ambassadorship: actively recruiting selected 
                                                 
104
 Quality is understood here a a combination of product and service superiority. 
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members of the consumer’s personal network to the place, thus responding 
to domestic cues in the treasured commercial setting. However, although 
sharing similar aesthetic values as the other customers, they otherwise 
remain unconnected.  
Treasured places serves as a “gravity pull” for groups of loyal consumers 
who share admiration for the same object, place, or brand and engage in “a 
chain of tripartite gift giving”, without necessarily forming a community per 
se. This is similar to Bauman’s (2000) concept of the individual being “alone 
in the crowd” in commercial spaces and is again coherent with the feeling of 
security awarded by simply being “among equals”. 
Consumers at shopping malls share their experiences with “complete 
strangers” who have the same interests and thus no longer expect only 
immediate individual rewards, but rather enjoy the collective benefits of the 
experience. This is further enhanced by the creation of a digital memory 
(Belk 2013), which would explain the postings on social networks of visits 
to shopping malls. 
Managers collaborate in this process by providing ways for customers to 
proactively engage with the place, through “exclusive services” offered to 
loyal consumers or through other means of interaction, promoting a sense of 
belonging and thus awarding a feeling of border crossing, while keeping 
control of the space and service. This is a process of interagency and co-
production of consumer experiences in which consumers and producers 
successively take control (Kozinets et al. 2004; Sherry, Kozinets, and 
Borghini 2007). 
Several of the shopping centers studied have been successfully converted 
from spaces to places though this process and were transformed into 
treasured places. Nevertheless, some have subsequently lost this status over 
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the years due to several factors among which are constant changes in 
strategy and trying to be “all things to all people”.  
This would be the case for instance of RioSul and Shopping Morumbi in 
Brazil. This demonstrates that this process of co-production of shopping and 
consuming experiences is in fact a liquid relationship. It can mutate over 
time and is in fact constructed through active participation of all stakeholders 
over time. 
Other Shopping malls consistently operate under a more utilitarian paradigm 
and do not seem seek the status of treasured place. This would be the case 
for instance of Alto Palermo in Buenos Aires. Yet another group of shopping 
malls cannot go beyond the status of non-place in spite of attempts to do so. 
This is for instance the case of Le Millenaire in Paris. Although failure to 
acquire the intended status may be correlated with operational servicescape 
factors such as zoning, opening hours, décor and other infra-structure 
questions, it also seems to be affected by external symbolic factors, or in 
other words how consumers perceive that seeing and being seen at specific 
places will affect their identity construction processes. 
2.4.1.3. Consumption myths and rituals in a public place 
Co-created experiences in retail spaces are often based on consumption 
myths, often promoted by management through various marketing strategies 
including advertising.  Lévi-Strauss (1958) describes myths as binary 
oppositions, or tools which provide a logical model to resolve a 
contradiction in a person´s belief system.  
This means that when faced with a contradiction, people search for an 
explanation which will allow them to resolve the situation. He sustains that 
the essence of myths (mytheme) is similar across cultures, but the different 
stories are a result of language differences (Lévi-Strauss 1958). 
308 
 
Along the same lines, Holt (2003) and Cordiner (2011) argue that society 
needs myths and simple stories to help them cope with the tensions and 
contradictions of everyday life, and that the most successful brands are the 
ones who manage to do that effectively.  
Mythical constructions of certain social economic groups are expressed in 
the opinions of many of the informants in various malls and regulate the 
choice of “where to shop”. Many of these associations are supported by 
branding efforts and as a result mall visits are often seen as a “doorway” to a 
desired group membership.  
These visits are frequently constructed through the ¨ritualization¨ of the 
client experience (Rook 1985; Stanfield Tetreault and Kleine III 1990; 
Schouten 1991 a and b; Holt 1992; Arnould 2001; Cochoy 2005; Ochs 2006; 
Sherry and Fischer 2009; Lemoine and Badot 2008; Badot and Lemoine, 
2009). 
Official rituals punctuate the life of a society by regulating the relationship 
between profane and sacred (Van Gennep 2004) and the reactivation of 
traditions in order to guide on these occasions (Belk 1990). Rook (1985), 
sustains that ¨rituals are expressive and symbolic activities that can be made 
from a multitude of behaviors that occur in a fixed sequence, and tending to 
recur over time “with formality, seriousness and intensity”.  
Rituals are often accompanied by the consumption or the use of objects that 
are related to the conduct forming the basis of the ritual. In fact, according to 
Cova (1995), many products marketed by companies are in essence 
“ritualistic artifacts” playing a role in contemporary consumption rituals. In 
this sense, sales promotions anchored by sweepstakes offering luxury cars or 
trips to Europe and the United States are an effective way to reach 
consumers in emerging economies aspiring to move up the social ladder.  
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Additionally, consumers’ repetitive behavior and frequent visits to the same 
mall, for instance at lunch time, may be seen as a ritualistic performance. 
Even though these visits are many times justified by limited options outside 
the mall and the opportunity to go shopping, the fact is that the long lines 
and time constraints severely limit both the choice and the shopping 
opportunities.  
Lunch time at the mall is thus in fact a sharing ritual, where experiences are 
shared with colleagues from the office rather than a shopping opportunity. 
Meals and time are shared and help build a sense of community and to 
strengthen social bonding and group membership. This is consistent with the 
analysis carried out by Altman and Baruch (2010) of the corporate lunch. Going 
to a specific shopping mall for lunch is both a bonding ritual and an identity 
construction process. The presence of a GYM as many of the Brazilian malls 
can in fact contribute to this ritualistic behavior as it promotes more frequent 
visits to the mall. 
Some of these rituals can be categorized as “rites of passage”. Yet Altman 
and Holmes (2005) suggest care when applying the concept of “rites of 
passage” developed by Van Gennep (2004) in contemporary management 
research. 
They argue that in Van Gennep’s (2004) framework, rites of passage were 
ceremonial and irreversible while not all applications of the concept in 
management literature are coherent with this condition. In fact, according to 
Van Gennep (2004), incomplete rites of passage create a state of liminality, 
in which the individual is unable to advance or to go backward. In today’s 
liquid social structures (Bauman, 2000), the authors suggest that this 
lingering state of liminality is in fact rarely evoked. 
  
310 
 
Nevertheless, Altman and Baruch (2010) further propose that the evolution 
of structures, both physical and symbolic, may characterize a rite of 
passage
105
. Under this line of thought, the ritualistic re-launch of a brand 
may be a rite of passage marking the evolution of management thought at 
corporate headquarters. Once the central ideals surrounding the brand 
evolve; it is difficult to go back to the previous state. This type of 
management process is therefore more in line with Van Gennep’s (2004) 
idea of rites of passage. 
On the side of the consumer in this ritualistic equation, we can however 
acknowledge that once a certain type of status and social class membership 
is acquired through consumption, returning to a previous standing is possible 
yet it is both avoided at all costs and arguably the return to the previous 
condition is never complete. One key example is tourism: once a different 
place is visited, memories are retained and a return to a previous state of 
unawareness is not possible (Lash and Urry 1994). An analogy can be made 
to the branding process in a company: once a personal brand is successfully 
constructed, going back to the previous state is not possible since the process 
entailed an evolution in the person’s mindset. 
At many of the shopping malls studied, social class membership is publicly 
acquired through ritualistic consumption and sustained by a public display, both 
online and offline of this status. This would be the case for instance of 
Bluewater, Westfield London, Parly 2, Patio Bullrich, Iguatemi SP, Shopping 
Cidade Jardim and Fashion Mall. 
  
                                                 
105
 Altman and Baruch (2010) study the lunch break in organizations and describe the farewell 
party marking the remodeling of an executive restaurant with formal seating arrangements into 
a informal self-service cafeteria with looser structures as a rite of passage representing the 
changes in organization dynamics. 
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In all of those cases, even though socio-economic conditions may have varied 
in recent years, the mall symbolically represents an acquired state that 
consumers fight to maintain. Continuing to visit the mall and purchasing certain 
types of products represents this membership. Posts in social networks aid in 
preserving the memories and contribute to the liminality of this process as the 
posts are preserved in time.  
2.4.1.4. Searching for a mythical paradise? 
Belk et al. (1989) sustain that all human beings need to believe in something 
more ¨powerful and extraordinary¨. The sacred is defined as “more 
significant, powerful and extraordinary than the self” and is hence 
differentiated from what is considered simply ¨special¨. According to Van 
Gennep (2004), the sacred quality is not absolute, but rather created by a 
particular situation, based on the importance of the relevant event. 
The sacred is thus characterized in part by its antagonism to profane. The 
profane would be the ordinary, the routine, everyday life. The sacred has 
kratophanous power, an ability to simultaneously provoke strong positive 
feelings, as in devotion and strong negative feelings, as in fear (Belk et al. 
1989; Belk and Wallendorf, 1990; Pimentel and Reynolds 2004). Sacredness 
is therefore a result of a collective process by which the use of certain things 
is restricted and is given an extraordinary meaning for a community. 
(Durkheim, 1975, cited by Belk et al., 1989). 
The authors suggest that while contemporary Western religions characterize 
as sacred ¨certain gods, shrines, clothing, days, relics, and songs¨ non-
Western religions sacralize natural objects with the same purpose. According 
to them, whereas in some societies the sacred consists of magic, shamanism, 
animism, and totemism, in contemporary Western religion, the distinction 
between what is deemed sacred and what is considered profane is also 
important, even if the foundation of what is judged sacred vary.  
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They also maintain that religion is not the only arena where the concept of 
sacredness is at play and suggest that consumption involves more than the 
processes by which individuals and societies fulfill their routine demands. 
Consumption may become the means though which people experience the 
divine and thus consumer behavior presents certain aspects of the sacred. 
Contemporary consumers fear, admire and treat with the extreme respect 
certain elements of everyday life, thus transforming them into icons and 
rendering them a sacred connotation. The devotion to national flags and 
sporting teams can be viewed as a form of sacralization of otherwise profane 
objects. Money would thus possess kratophanous power (Fernandez, Veer 
and Lastovicka 2007). 
According to Baudrillard (1988; 1996), in the contemporary world 
everything has been done and nothing else can be created. Since aesthetic 
innovation is no longer possible, society is forced into a stage of nostalgia, 
mimicking dead styles and remaining imprisoned in the past (Jameson 
1989).  
Cohen and Taylor (1976) maintain that one way to cope with the 
contemporary world may be to revert to the utopian sanctuary of the past, 
which is thought to be less challenging than the present (Foster, 1989). This 
would explain, for instance, consumer obsession for retro products and the 
success of heritage attractions (Brown, 1999; Goulding 2000). This is 
consistent for instance with the strategy applied in the new décor at Parly 2, 
referencing a nostalgic period of the past with strong symbolic roots to the 
fashion world. 
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The symbolic role of landscaping in contemporary shopping centers 
Some of the Shopping Centers visited had gardens embedded in the décor 
and particularly Shopping Cidade Jardim and Shopping Fashion Mall were 
built surrounding tropical gardens while Bluewater has seven landscaped 
lakes in the property. It has been argued that gardens have political functions 
(Mukerji, 1997). They are viewed as a necessary break and contrast to the 
rigidity of city life, ¨escape attempts¨ from the uncertainty of contemporary 
living, a cure to the harms of contemporary consumer culture.  
Gardens may even be credited religious or spiritual connotations (Cohen and 
Taylor, 1976; Hamilton, 1997; Dunnett and Qasim, 2000). A garden space 
recreates a sanctuary or paradise through a simulacrum (Baudrillard, 1984; 
Hewer, 2003). Cooper-Marcus (1993) suggests that the rebirth in the 
popularity of gardening could be a response to modern technology through a 
barely conscious search for the mythical Garden of Eden or the oasis of 
Shambhala, a "quiet garden enclosed on all sides and symbolizing protection 
from the outside world¨ (Hamilton, 1997: 15). 
Both Shopping Cidade Jardim and Shopping Fashion Mall are built in areas 
of the city where socio-economic contrasts are evident. The areas located 
between London and Bluewater are also full of contrasts. These regions 
house both ends of the social pyramid: the extremely rich and the extremely 
underprivileged. Quiet gardens may cater to consumers desire to ignore – 
even if only for a short period – these contrasts and the tensions that 
inevitably emerge from them. 
  
314 
 
Although additional contributions from the postmodern optic to CCT have 
been called into question (Cova et al., 2013), amidst social and economic 
instability, the magical and hyperreal servicescape offered by places such as 
Bluewater – which does not have gardens per se, but its seven lakes are 
accordingly landscaped- Shopping Cidade Jardim, Fashion Mall and even 
Parly 2 may in fact be operating under a postmodern logic.  
The case of Bluewater is exemplar. Its hyperreal environment may provide 
the consumers with the ideal settings to aspire for better times, as sustained 
by Arnould et al. (1999), “In postmodernity, magic may reemerge from the 
margins of modern thought to ritualize hope and optimism and to reinscribe 
us in a meaningful cultural milieu…”. Jameson (1989) pointed out this need 
for a 'nostalgic return’ and the resemblance of the Bluewater’s architecture to 
the Death Star is particularly relevant. 
Conversely, in the case of Shopping Cidade Jardim, the same principle 
applies although with a different outcome. The incipient social mobility in 
the country can also be seen as a form of social instability as it has awarded 
to a larger group of consumers access to a lifestyle that was previously a 
privilege of the traditional elite.  
This emerging middle classes and the “new rich” do not always share the 
same codes of conduct of the traditional elite and are often seen as a threat in 
the power struggle within the country’s society. The services offered try to 
alleviate these power struggles by offering a form for the emerging elites to 
comply with these codes. Landscaping can therefore be viewed as an effort 
by management to produce a “peaceful and pleasant” environment, where 
everyday tensions are minimized and social differences can be blurred into 
the background.  
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2.4.1.5. Are shopping centers public goods? 
It has become increasingly difficult to distinguish private from public spaces 
as multiple actors are involved in the process of appropriation (Dowding and 
Dunleavy, 1996 in Clarke and Bradford, 1998). Collective goods involve 
claims from various stakeholders and thus incite multiple agentic behaviors, 
sometimes opposing (see Visconti el al., 2010 for an extensive review). 
Recent outbreaks of social movements in different parts of the world have 
opened a debate over the property of public and commercial goods. Large 
scale demonstrations in various parts of the world, flash mobs at shopping 
centers in the US, “rolezinhos”
106
 in Brazil, riots in London and Paris 
accompanied of the destruction of commercial spaces, looting in Buenos 
Aires; all have opened the debate on what are the legally correct and 
ethically acceptable measures to take under these circumstances. These 
discussions are closely related to the collective notion of property of public 
goods. 
According to Visconti et al (2010), goods become public when a collectivity 
of citizens attributes itself a shared ownership over them”. Recent events 
have shown a public desire to claim shared ownership over public and 
commercial spaces. This debate has moved the discussion of a topic – 
sharing property ownership - traditionally connected to a personal context 
“the interior world of the home” to the arena of consumer culture (Belk, 
2010). 
In fact, Belk (2013) argues that “sharing versus proprietary ownership has 
entered a new and important era of context (page 730). Consumer 
researchers (Belk, 2007, 2008, 2010; Epp and Price, 2008; Ozanne and 
Ozanne, 2008 in Visconti el al., 2010) have studied sharing practices 
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 See section 2.2.4.5 on RioSul for a discusión on this issue. 
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involving “joint ownership, voluntary lending and borrowing, pooling and 
allocation of resources, and authorized use of public property” (Belk 2008: 
2). 
Belk (2010) has proposed the application of some of the private practices of 
sharing – commonly used and accepted in family settings- in the realm of 
public goods. He claims that within the family, shared things are de facto 
joint possessions and “their use requires no invitation, generates no debt, and 
may entail responsibilities as well as rights.” However, he sustains that 
responsibilities over shared properties may comprise “taking care not to 
damage shared possessions, not overusing these things to the detriment of 
other family members, and cleaning up so that others will find these 
resources in a similar state of readiness for their own use” (page 716). 
According to him, such responsibilities underscore a difference between 
shared possession and sole ownerships, as sole ownership of something 
implies more freedom at will. This suggests that permission needs to be 
granted to borrow personal (i.e. private) possessions while joint possessions 
can be used without previous consent. 
This notion would be coherent with an understanding of shopping centers 
and other commercial spaces as shared public goods. In fact, these 
commercial settings, although legally a private possession, can only remain 
operant as long as they are open to the general public, no invitation is needed 
and no debt is created through the use. Nevertheless, care for the integrity of 
the property is expected. 
Shopping center visitors are therefore stakeholders in the transformation of 
commercial settings from spaces with no identity into places with symbolic 
meanings. Under this scenario, shopping center visitors would be bound by 
the codes of conduct applied to shared possessions: they award rights (i.e. 
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right of access) but demand responsibility (i.e. preservation) of the shared 
good. 
A differentiation must therefore be made between the legal property of real 
estate and business assets and the communal property of the symbolic place. 
Under the real estate paradigm (Ochs and Badot, 2008) according to which 
the first modern shopping centers were conceived, ownership was clearly 
assigned to the legal business owners. Under the experiential paradigm of 
shopping centers, this division becomes blurred and shared ownership results 
from the various agentic players’ interactions. 
This view would therefore support the claim by mall operators in various 
countries – and particularly in Brazil over the last year - that in order to 
guarantee the preservation of the shared property and the integrity of its 
users, access may be subject to control. Thus, massive social movements 
exceeding the capacity of the property and the safety rules dictated by law - 
and sometimes with violent expected outcomes- might in fact warrant the 
issuing of injunctions to ban entry. This approach would not be inconsistent 
with the concept of shared property, as entry is denied in favor of the 
communal good. 
On the other hand, banning the entry of a handful of peaceful protesters or 
individual visitors on the basis of racial or social profiling goes against the 
same code of conduct as it treats the shared good as if it were a private 
property. Managers cannot “pick and choose” who to give access the mall as 
the same constitution that allows for injunctions to be awarded in order to 
prevent property destruction and safety risks, guarantees equal treatment to 
all persons indistinct of ethnic origin and socio-economic standing. This is a 
fine line that mall operators need to learn to navigate. 
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This is a theme that is evident across cases, although in Brazil it is now a 
well discussed issued both in legal courts and in mass media and social 
media. Nevertheless, although shopping malls were not “in the eye of the 
storm” during social unrest in Paris, London and Buenos Aires recently, this 
discussion is relevant in all of the cities studied.  
It is also interesting to highlight that social unrest in Buenos Aires lately has 
often been connected with the destruction of government managed public 
property yet rarely has it involved private property. This is significantly 
different from what has been the case in all other cities studied. One possible 
explanation for this is that anger with the current socio-economic conditions 
in Argentina has been strongly connected with government policies and 
individual government officials and not at the “system”. Argentina has only 
one strong political party and the opposition un poorly articulated, which is 
not the case in the other three countries. 
Exclusion mechanisms in retail spaces 
Clarke and Bradford (1998) complement the interpretation of public space 
and place by introducing the distorting effect applied by the market on 
people’s experience of urban settings. The argue that collective activity is 
largely confined to commercial “playgrounds” - such as shopping centers - 
that inevitably exclude some social groups: “The ideological power of the 
term ‘private’ serves to occlude the presence of those for whom the market 
fails” (Clarke and Bradford 1998, 884–85).  
Nevertheless, this vision of exclusion mechanisms seems to leave out groups 
which are not necessarily “failed by the market”. In light of globalization 
processes and social mobility in the contemporary, liquid world, the same 
principle of rejection can be applied to emerging middle classes and the 
“new rich” as compared to the traditional elites - the keepers of the “cultural 
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capital” (Bourdieu 1984) that supposedly differentiates the “best” from the 
“rest”. 
Baudrillard (1970) considers that in a society of simulation, identities are 
created through the seizure of images and signs and this new social order 
regulates how individuals perceive themselves and interact with others. 
Unwritten rules and codes of conduct organize the communities built in 
commercial places such as shopping centers. Management co-produces these 
experiences by adjustments in the servicescape, as proposed by Bitner 
(1992), some of which are executed through the implementation of codes of 
conduct, written and unwritten. 
Levi-Strauss (1955) explains that personal differences between individuals 
in a society have been treated throughout history by two methods, the 
annihilation of the ¨others¨ or the annihilation of the other´s ¨otherness”. He 
calls the first strategy “anthropoemic”, and contemporary forms of this 
process are visible for instance in the toughening of immigration laws and 
the formation of urban ghettos. The second strategy, which he calls 
“anthropophagic”, involves the absorption of minority groups and 
consequent forced acculturation process. Bauman (2000) correlates these 
two strategies with categories of public spaces, suggesting a strong 
connection between commercial spaces and Levi-Strauss’s (1955) 
anthropophagic strategy.  
Practices employed by shopping centers banning the entry of certain groups 
are explicit and purposely exclusive and depict an effort to “annihilate the 
others”. The code of conduct at Bluewater purposely alienates certain groups 
in favor of middle class and blue collar suburban families. 
Nevertheless, this measure causes merely a perception of safeness as there is 
no proof that individuals dressed in stereotyped ways or with certain ethnic 
characteristics were either violent or criminal. In fact, by applying these 
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tactics, mall management may simply be alienating significant groups of 
youth subculture who differentiate themselves from their peers by the way 
they dress, among other things.  
Baseball caps are, for instance, typical of hip-hop culture and skater groups, 
and there is no proven empirical correlation between those groups and youth 
violence. Actually, there is growing middle class membership in both those 
groups and several authors sustain that more important than the types of 
goods consumed is the way in which these goods are consumed (see for 
instance Hennion, 2001; Holt, 1997; Savage and Prieur, 2012; Lizardo, 
2012).  
A mythical construction of the criminal youth, well explored in Hollywood 
movies, is performed by middle class families to solve a key contradiction of 
affecting their lives. They credit these measures for making the mall “safe” 
by excluding the “threats” and respond with longer and more frequent visits. 
This process in fact creates a counter-cyclical effect in sales: as the adverse 
social-economic scenario and the economic crisis persist, sales increase at 
certain malls the expense of sales in high streets. 
On the other hand, practices engaged by upscale and luxury malls - 
particularly at Shopping Cidade Jardim and London Westfield – such as 
offering personal stylists and holding fashion shows on their aisles are more 
covert and act as a catalyzer in a process of “annihilation of others’ 
otherness” By minimizing differences in cultural capital, management 
attempts to increase the visitor pool with members of one group without 
alienating different groups. Whether explicit or covert, these practices create 
a perception of safety by forcing certain groups to either conform to the rules 
-annihilation of the ¨other’s otherness¨- or refrain from visiting the mall -
annihilation of the ¨others¨. 
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Community is built and affected by its members and influenced by the 
context in which it is inserted. Therefore, not only shop owners and mall 
management are concerned with the outcome of these actions, but also 
visitors, employees, the general public, the press - and even the government - 
are all stakeholders in this market system. Although exclusion processes 
have always been part of any society’s structure, in the liquid contemporary 
world where structures are more permeable, it seems that practices of the 
first type – alienation of others – are no longer viewed by a large proportion 
of the population as ethically acceptable, thus the negative response of 
certain society groups to the closing of malls after the “rolezinhos” in Brazil. 
2.4.2.  Heterogeneous community collaboration and the co-construction of 
shopping experiences  
Although the concentration of diverse minority groups in urban areas is 
becoming rather frequent (i.e. Orthodox Jews and Gays at the Parisian 
Marais; Immigrants from different origins at certain New York City hoods), 
the phenomenon of heterogeneous community has been given relatively little 
attention in consumer culture research. For the most part, research on 
community has privileged the homogeneity of groups (Thomas et al. 2013). 
However, recent studies on heterogeneous communities have found that 
these groups question the validity of this prevailing framework and 
demonstrate how resource co-dependency favors collaboration in 
heterogeneous communities in spite of tensions (see Arnould et al. 2006; 
Beverland et al. 2010; DeLanda 2006; Latour 2005; Schouten et al. 2010 and 
Thompson et al. 2013) Nevertheless, previous studies are based primarily on 
inter-group heterogeneity in a mainstream consumption community and do 
not assess the applicability of these concepts to heterogeneous retail 
environments where multiple groups interact. 
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If we consider that shopping malls are in fact shared goods between the 
“legal property owners” and the sometimes heterogeneous groups who visit 
the mall, as proposed earlier on in this work, this study provides a unique 
opportunity to analyze how these groups resolve tensions and contribute to 
the co-construction of shopping experiences.  
At many of the studied malls, majority consumer groups interact with 
various minority consumer groups on a daily basis (i.e. Shopping Abasto, 
Patio Bullrich, Créteil Soleil; Center Norte, Westfield Stratford City; Brent 
Cross) while at others power struggles are embedded in the daily lives of 
visitors (BarraShopping, RioSul, Shopping Cidade Jardim, Fashion Mall, 
Shopping Iguatemi, Unicenter, Alto Palermo). 
Management is also a group of stakeholders that in many cases have 
opposing goals to those of both majority and minority consumer groups. For 
instance, shopping mall management goes to great lengths to avoid the 
massive presence of underprivileged youth groups at the malls for fear that 
their conduct and dress codes may exclude other groups (i.e. “rolezinhos” 
and Bluewater Code of Conduct). 
Consumer’s agentic roles in community building 
Consumers play various roles in the marketplace that go beyond being 
“targets of practitioners’ strategies”. They take on agentic roles, which 
include acts of resistance; social movements; labor and political 
consumerism.  
The consumer culture theory research tradition demonstrates that consumers’ 
identity work aims at transforming marketplace structures in ways that serve 
their collective interests (Barnhart and Peñaloza 2013; Coskuner-Balli and 
Thompson 2013; Crockett and Wallendorf 2004; Giesler 2008; Holt 2002; 
Kozinets and Handelmann 2004; Varman and Belk 2009). These 
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marketplace transformations condemn aspects of the marketplace that defy 
their goals of recognition and legitimacy or praise those aligned with their 
collective identity project (Thompson, 2014). 
Thompson (2014) discusses how minority consumer groups constitute, 
legitimate, and promote a cultural identity that is immune to the influences 
of Western consumerism that affect the majority groups within society (see 
for instance Scaraboto and Fischer, 2013; Sandikci and Ger, 2010, Ustuner 
and Thompson 2012). According to him, in so doing, these consumers also 
seek to alter the societally dominant status system that favors middle-class 
consumers who are fluent in the symbolic code of Westernized consumption. 
Nevertheless this model cannot be viewed as universal. Youth groups 
organizing flash mobs and “rolezinhos” at shopping malls all over the world 
are in fact attempting to “constitute, legitimate, and promote a cultural 
identity”, yet this identity is not immune to the prevailing mainstream 
values, rather it is an “indigenation” of those values (Holt and Ustuner 
2007), or in other words, their version of the “western lifestyle myth”. These 
youth groups are thus attempting to legitimize their identity construction 
through sharing practices. 
Sometimes the act of making extended self-boundaries permeable to others 
is ritualistically enacted. Other people no longer cause fears of boundary 
invasion when they are incorporated within the aggregate extended self. 
Moreover, the ritual of doing so initiates and celebrates this self-extension 
via an act of communion. Both cultural processes and individual psychology 
are involved in these processes (Belk, 2010: 726). 
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These sharing rituals can be observed both in these collective visits to 
shopping malls and in the interaction generated online following or 
preceding visits. Sharing practices thus process both a physical and a virtual 
component. 
Although sharing is not the only way in which we may connect with others, 
it is potentially powerful since it creates feelings of solidarity and bonding. 
Yet not everyone desires such bonding (Belk, 2010) and thus tensions 
emerge, particularly when there is a power struggle between heterogeneous 
groups interacting in a shared space. 
“Rolezinhos” and flash mobs are ritualistic forms of communion. The 
problem arises as the heterogeneous community present at the stages of these 
ritualizations is not willing to “commune” with these codes of conduct. 
Finding a pattern to attempt to explain when and how heterogeneous groups 
interact positively to promote a consumptionscape (Ger and Belk, 1996) that 
is attractive to the various groups rather than exacerbate the tensions was not 
straightforward.  
Answering the question as to why some heterogeneous communities 
“commune” whiles others “clash” demanded a considerable amount of 
effort. Nevertheless, it appears that two central factors intervene in this 
process: (1) whether the heterogeneous groups share similar power statuses 
in society (i.e. diverse minority groups, yet all suffering from majority group 
discrimination as in Shopping Abasto) or whether there is a variation in  
heterogeneous groups centrality to the maintenance society’s status quo (i.e. 
middle class traditional families versus youth subcultures as can be seen at 
Bluewater); (2) Whether the diverse groups are all struggling to avoid 
downward mobility under socio-economic distress. 
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It appears that when groups are diverse yet share a common goal, resource 
co-dependency favors collaboration in heterogeneous communities in spite 
of tensions (Thompson et al. 2013). Although those groups may not 
necessarily interact on a daily basis, they are accepting of each other and can 
collaborate in the construction of an attractive consumptionscape. On the 
other hand, when different groups are facing socio-economic stress, the 
presence of heterogeneous groups under a shared retail space seems to affect 
their identity construction processes and tensions arise. The mere appearance 
of non-conformity to the majority code of conduct in a shared space may 
affect the way consumers view themselves (i.e. middle class families and 
teenager groups at Bluewater). 
2.4.3. Conspicuous status consumption and social mobility in a liquid 
contemporary world 
This works begins with the premise that culture is not a static concept and it 
is in fact more clearly appreciated as a ¨organized network of systematic 
diversity of principles of action and understanding¨ (Askegaard et al. in 
Nakata 2009: 112) However, since emerging theories on identity 
construction processes developed in other contextual settings are assumed to 
be universal (Holt and Ustuner, 2010), little has been done to understand the 
particularities of consumer society in Less Industrialized Countries. 
2.4.3.1. Questioning the universality of the theory on status 
consumption 
This research works towards contributing to the literature by questioning this 
universality. It includes an often neglected region in consumer culture 
research – Latin America – and compares findings with those from the more 
developed markets of France and England.  
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This is relevant considering that Europe is frequently referred to as being the 
birth mother of Latin American culture and similarity in patterns of behavior 
is often assumed to be a fact. To that effect, Garcia Canclini (2001) asserts 
that although Latin America was in fact “invented” by Europe, first through 
Spanish and Portuguese colonization and later by interventions by France, 
England and other western European nations, this strong linkage was later 
succeeded by subordination to the United States.  
He claims, however, that this process is not merely one of replacing one 
master by another, since processes of social and economic development, 
paired by an upsurge in demographic flows, have created a hybrid consumer 
culture and limited the implications of the dualistic, schematic opposition 
between what’s own and what’s foreign. 
In fact, post-colonial theorists working in Latin America claim that it is 
“methodologically impossible and empirically misguided” to analyze the 
social and political construction of collective identities in Latin America 
using the North American binary race model, which is often assumed to be 
applicable considering the colonial past of both regions. These authors 
sustain that the concepts of race, ethnicity and nation are “inextricably 
intertwined” in Latin America (Bortolucci and Jansen 2013: 216; Bourdieu 
and Wacquant 1999) and cannot therefore by simplified by the mainstream 
North American binary model. 
This is coherent with the views on ethnicity expressed by Stayman and 
Deshpande (1989 cited in in Dion et al ‘2011) in which ethnic affiliation and 
behaviors are situationally determined, meaning that it is more related to 
how one feels than who one is (page 311). Dion et al (2011) further suggest 
that “through day to-day experiences, individuals come into contact with 
different environments, situations, and people and develop specific patterns 
of behavior.” (page 325) 
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According to the authors, this continuous process is what allows us to 
develop a set of ethnic patterns. Ethnicity has therefore an experiential 
foundation, based on embodied practices which are transmitted, learned, and 
solidified through interactions with the world. This analysis expands the role 
of the individual who goes beyond the inertia proposed by the Bourdieuian 
notion of habitus and is no longer helplessly tied to external structures but 
seizes them through experience (Ustuner and Hold 2007; Dion et al. 2011: 
page 325). This is a much more complete analysis considering today’s liquid 
social structures. 
This work expands on the line of research proposed by Ustuner and Holt 
(2010), who question the universality of the Bourdieuian model of status 
consumption. These authors suggested a model of how status consumption 
operates among the middle classes in LICs by expanding and 
complementing the Bourdieuian model with the global-tickle-down model – 
which places consumption patterns on a global scale – and cultural 
globalization theory, which supports that (1) the western lifestyle is 
performed as a locally constructed myth; (2) local consumption patterns 
evolve according to the country’s dialectical position in the sociopolitical 
system (3) Global commodities are constantly reinterpreted to attain local 
meaning. 
They sustain that as cultural capital is deterritorialized, it is acquired through 
distant textbook-like learning rather than via the habitus – as sustained by 
Bourdieu (1984) – and therefore acquiring cultural capital is an arduous task. 
Furthermore, they argue that the class faction with lower cultural capital 
(LCC) in fact adapts consumption practices and processes to the local 
context to sustain a national social hierarchy (compete only in the local 
level) while the classes with higher cultural capital (HCC) perform a “by-
the-book¨ approach to the myth (page 39).  
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This in fact translates into a favorable position for LCCs as this group does 
not seek to emulate “the global elite”. However, they advised that expanding 
the framework to other LICs and to other class factions would greatly benefit 
the body of research on status consumption in LICs. 
This work analyzes group based status consumption practices at shopping 
centers in different parts of the world and sustains that they are similar in 
many ways. It is complementary to what Ustuner and Holt (2010) proposed 
in the sense that it studies the role of status consumption not only in the 
middle and upper classes of LICs, but also its central position in coping 
mechanisms of blue-collar and middle classes in developed economies under 
social and economic instability. 
As for the upper and middle classes in Buenos Aires, Rio de Janeiro and São 
Paulo, comparable with what Ustuner and Holt (2010) observed in the 
Turkish middle classes, this large set of consumers can also be divided into 
two groups, those originating from middle class families and who had had 
access to high level educational standards (High Cultural Capital -HCCs) 
and the ones originating from less privileged families (Low Cultural Capital 
– LCCs) who have achieved a better educational level then their ancestors 
given the evolutionary changes taking place, yet sometimes still lack “high 
cultural capital” both in the embodied state and in the institutional form, 
even if they are economically categorized as members of the same class.  
However, contrary to the observations from Ustuner and Holt (2010) in this 
case both groups aspire to play the “global elite game”. Still, this aspiration 
is dependent on their mythical interpretation of what the “global elite game” 
means.  
For LCC in Buenos Aires, Rio de Janeiro and São Paulo, the ways of local 
celebrities represent an indigenation of the myth (Ustuner and Holt, 2010), a 
reinterpretation applied to local standards with local celebrities representing 
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the maximum authority in terms of status consumption: they aspire to do 
what the local soap opera stars and talk show hosts do. This differs from 
what had been observed in the Turkish middle classes as there is no rejection 
of the orthodox practice of the western lifestyle myth (Ustuner and Holt 
2010 page 46) but rather there is a reinterpretation of codes, an adaptation to 
the local reality without an overt rejection. 
2.4.3.2 The Brazilian society emerges as being the most materialistic 
As this research set out to look for similarities and differences across cities, 
one major contribution of this work is to point out that the Brazilian society, 
and particularly São Paulo, emerges as being more materialistic than other 
cities studied. In this session we analyze these findings and attempt to 
understand the underlying causes of this difference. 
Brazilian democracy and economic stability have allowed social mobility 
through consumption in spite of the still lacking educational standards in the 
country. This social mobility is personified by a former Nation´s President 
not only representing the less privileged, but having risen to power from 
outside the boundaries of the ¨traditional elite´s¨ circle of power and being 
able to elect his successor.  
Although this could be attributed to the emerging economic status that the 
country has attained in recent years, it cannot be fully explained by it. Even 
if some aspects of the findings in this work are consistent with what Ustuner 
and Holt (2010) found in the Turkish society (which is undergoing many of 
the same processes as Brazil), differences could still be found.  
It is also significantly different from what could be observed in Argentina, 
and while the last two years have in many ways interrupted the process of 
social evolution in the country, this research project started in 2009, while 
Argentinian economy was still ranked as one of the “next seven” emerging 
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economies” and had not yet started to suffer significantly from its current 
difficulties.  
Looking at the roots of Brazilian society may help explain this phenomenon. 
Classic Brazilian authors have described the progression of Brazilian society 
and can aid in shedding light on the movements that have transformed it over 
the years and may help explain status consumption patterns and behaviors, 
particularly in LCC groups. 
LCC status consumption and the cultural roots of Brazilian society 
Gilberto Freyre (1936: 1957, 1969) attempted to understand the changes 
undergone by Brazilian society since the 18th century. In accordance with 
Garcia Canclini’s (2001) views, he believed Brazil underwent a process of 
¨Europeanization¨ after the end of slavery, which included both purely 
imitative elements, with no profound effect on society, but also had 
important components of real cultural learning and assimilation.  
He argued that this process marked a fundamental change in Brazilian 
society, as from then on society was divided into two groups, the ¨elite¨, who 
followed a ¨western logic¨ (which could be paralleled to the HCC’s in 
Ustuner and Holt’s work) and the ¨inferior¨ sectors of society (or LCC’s), 
which followed codes he calls ¨oriental¨, drawing references from African 
and Native American beliefs and values.  
According to Freyre (1936, 1957, 1969), the logic of assimilation/imitation 
of individualistic western values somehow replaced the hierarchical 
principles of colonial civilization in the emerging Brazilian urban society. 
He argued that the opposition between owner/slave was replaced by the need 
for individual or group membership to new ¨westernizing¨ values, especially 
individualism, as they represented a clear new possibility of reaching social 
projection, the ¨bourgeoise way¨ by definition. 
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Similarly, Darcy Ribeiro (1995) described the Brazilian society and culture 
as variants of the Portuguese version of the Western European civilization 
tradition, distinguished by colorful beliefs and values inherited from the 
Native Americans and black Africans. He believed Brazil emerges as a 
mutant society, destined to renew its own characteristics, but linked 
genetically to the Portuguese. According to him, the confluence of so many 
different cultures could have resulted in a multi-ethnic society, torn apart by 
its differences, but sustained that exactly the opposite had occurred, which 
supports the claims of an indigenization of European cultural codes by 
adapting them to local reality. 
He maintained that the although racial discrimination existed in the country, 
the high levels of racial mixing had minimized its effect and while the 
different ancestries were acknowledged, there had not been a development of 
antagonistic minorities, loyal to a specific ethnicity, but rather a sense of 
¨nation¨ had emerged. He claimed that by the 1990’s the flagrant class 
differences in Brazil were supported primarily by social differences and 
limited class mobility, rather than solely by ethnic origins. This again 
highlights the importance of mimicking cultural codes as a “passport” to 
class mobility. 
Along the same lines, Florestan Fernandes (Ianni, 1996) believed the 
difficulties Brazil had in establishing a long lasting democratic tradition 
were due to an imbalance in the social structure because of the different 
rhythms by which transformations occurred society´s various spheres. 
Fernandes said that in Brazil the institutional apparatus drove the process of 
modernization in accordance with the prevailing models in developed 
countries, while the Brazilian man's beliefs and their everyday actions were 
guided by traditionalistic values.  
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As did Ribeiro (1995), Fernandes believed that the access to education 
would accelerate the democratic process. Today, over 50 years later, 
although significant advances have been achieved in the field of education 
and a lasting democracy has been established, Brazil still struggles with the 
question of providing equal access to opportunities across all sectors of 
society and transforming itself into a more effective meritocracy, although 
the economic stabilization has, in fact, granted more social mobility. 
In a way we can observe that although formal education is still lacking for 
some of the LCC’s who have acquired social mobility in the country, 
services offered by Shopping Centers such as personal shoppers are another 
type of education that can be more easily accessed by the emerging social 
groups experiencing social mobility. 
Victor Turner (1969, 1973, 1974) suggested an analytical dichotomy 
between structure - or the organization of society - and antistructure, which 
would be represented by extraordinary events affecting life. Roberto 
DaMatta’s (1981; 1984; 1991; 2007) work builds on Turner’s concepts yet 
differentiates itself from it in the sense that he studies dualities in ordinary 
social life, without necessarily referencing extraordinary events.  
He attempts to analyze the Brazilian society through a study of everyday life 
and its rituals. Although sometimes questioned for its simplification of 
factors affecting personal values and beliefs, DaMatta´s model is recognized 
for its contribution to Brazilian social sciences. 
DaMatta (1981; 1984; 1991; 2007), while recognizing the European 
influence in the construction of Brazilian society, concentrates his work on 
the subsequent period of subordination to the United States. He is thus in 
accordance with Garcia Canclini’s views. He compares the mechanisms by 
which the Brazilian society operates with those of the United States. 
According to him, while the US model is defined by social groups being 
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"equal but separate", in Brazil he sustains they are "different but together" 
(DaMatta, 1981, p. 16), which would be coherent with Ribeiro´s (1995) view 
of a mutant society. 
According to DaMatta, unlike in the United States, Brazil’s society has a 
"dual" and not a unitary system. In this sense, Brazilians differentiating 
characteristic would be their duality and the notions of ¨individual¨ and 
¨person¨, meaning that Brazilians possess at least two “selves”.  
He sustains that in Brazil the “individual” would not be a universal category 
-as in the United States- but rather it would be a formless and powerless 
member of the masses, dependent on a structural definition of the world and 
subject to impersonal laws. Conversely, the ¨person¨ would be the relational 
being, connected to a social system where family ties, friendships, common 
interests and favors are a fundamental development. 
He also specifies other dualities that are, according to him, inherent to the 
Brazilian society. He makes a distinction between what he calls the ¨casa¨ 
(house) and the ¨rua¨ (street) dimensions, as arising from the opposition 
between the ¨individual¨ and the ¨person¨ to the extent that indicate 
privileged ¨arenas¨ where each of these forms of social relations take place.  
From the opposition between the ¨house¨ and the ¨street¨ would emerge 
"social roles, ideologies and values, actions and specific objects, some 
invented specially for that arena in the social world" (Da Matta 1981, pp. 74-
75). In this sense, Brazil’s rituals are analyzed and understood from this 
opposition house/street creating a specific way of dealing with this 
antagonism.  
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In DaMatta´s view, the ¨house¨ is the arena where the ¨person¨ interacts and 
feels safe, while the ¨street¨ is the inhuman environment of hostile 
competition where the ¨individual¨ has no power. The work environment is 
seen as hostile, part of the “street” arena, contrary to the Anglo-Saxon view, 
which is based on the Calvinistic ideals of “salvation” through work. Hence, 
¨Carnival¨ would be perfect inversion of the Brazilian reality: ¨it is a party 
without an owner in a country where all is hierarchical¨ (Da Matta, 1981, p. 
116). 
Several decades after Freyre’s seminal works (1936, 1957, 1969) proposed 
that the logic of assimilation/imitation of individualistic western values was 
represented by the need for individual or group membership as they 
represented a clear new possibility of reaching social projection, 
O’Dougherty (2002) found that even under severe economic instability, 
consumption still played a significant role in social stratification.  
In fact, education (as in private schooling), was one of the key signs of class 
standing for the self-defined Brazilian middle-class, just as the trip to Disney 
World was viewed as a rite of passage confirming middle class membership 
for the entire family. More recently, Brazilian democracy and economic 
stability have allowed social mobility through consumption in spite of the 
still lacking formal educational standards in the country and thus “informal” 
educational services play a significant role in group membership for LCC’s 
in the country. 
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Part 3 Conclusions and Marketing Insights  
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3.1. Synthesis of the research 
This work set out to build on the existing CCT related literature on 
servicescapes, shopping and consumption experiences and on literature on 
shopping centers and address current gaps in this body of work, as well as to 
provide marketing insights based on research findings. It innovated by 
comparing similarities and differences between shopping and consumer 
experiences in five different cities in four different countries. It takes into 
account the contextual factors which may be influencing shopping and 
consuming experiences at shopping centers in each location and the role of 
these shopping and consuming experiences at shopping centers in the 
processes of consumer identity construction. 
As most of the research on shopping malls concentrated on the hyperreal and 
postmodern aspects of malls without focusing on the co-produced 
experiences occurring within these spaces, this work innovated by 
comparing on ¨continuum¨ (Carù & Cova 2007; Roederer 2008) the full 
array of shopping experiences: produced, undergone and co-driven at the 20 
shopping malls and by developing a comprehensive research design to 
accommodate all of these goals. 
A case selection process that would allow for this goal to be achieved needed 
to be developed as previous works had not analyzed shopping centers from a 
multicultural perspective. This work established a process of case selection 
to provide a priori variability of cases, an original contribution to the body 
of work on shopping malls, as most of the previous work concentrated on 
one or two sites and thus such a protocol was not deemed necessary.  
This work has also effectively contributed by studying the phenomenon of 
shopping centers in Latin America, a largely unexplored domain. It has 
succeeded at adding a multicultural perspective to the body of research on 
consumer and shopping experiences at shopping centers.  
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In order to do so, it proved necessary to take into account the researcher’s 
own cultural biases as interpretive research relies heavily on subjective 
notions and perceptions. Another original contribution of this work was to 
apply introspection as part of the research protocol, by combining it with 
ethnographic participant observation and visual ethnographic methods. 
One more step towards fulfilling these research goals was to question the 
universality of the theoretical frameworks developed in shopping center 
research by contrasting research findings with these theoretical models. An 
iterative process between fieldwork and analysis was crucial in 
accomplishing these objectives as developing constructs were tested when 
the second round of fieldwork was carried out. 
Similar patterns of behavior could in fact be found across many of the cases 
and these practices were not always linked to geographical boundaries. It 
was found that across all cities, minority and underprivileged groups 
attempted to construct their identity though the ritualized consumption of 
spaces and status consumption practices, rather than the mere consumption 
of products and services.  
In fact, it was found that more than an architectural conception, mall mix and 
location, the positioning of the mall is embedded in the local context of class 
structure and social mobility attempts. This implies for instance that zoning 
efforts should take into account more than demographic criteria and include 
other cultural factors into the analysis before making site decisions. 
In the quest to fulfill these objectives it became clear that as society´s rules 
seem to be changing, there may come a shift in consumer culture that needs 
to be address in further research. The first change in research that needs to be 
addressed is a semantic one.  
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As this work has demonstrated, values are not always universal and it is thus 
risky (not to say “incorrect”) to address Western European countries and the 
United States collectively as bearers of “Western Values”. Geographically 
speaking, Central and South America are also part of the Western 
hemisphere and as the rules of the game are not always the same, contrasting 
the so-called “western values” with those social norms and rules applied in 
these marketspaces is analogous to assuming that nations can still be used as 
proxies for cultures with no acknowledgment of subcultures, as would be the 
case in a Hofstedeian approach. 
Conversely, it is also not semantically correct to use “western” as a proxy for 
“economically developed” country. As this research shows, there are several 
aspects of the consumption patterns observed in developing economies that 
are similar to those observed in the more develop countries portrayed in this 
work.  
Additionally, regional differences within the same country may account for 
differences in behavior that cannot be simply categorized as “western”. As 
this work studied cities, rather than countries, it shows clearly that within the 
same country (i.e. Brazil) cultural differences are extremely visible and 
relevant and thus once more the dichotomy “western” versus “non-western” 
seems over-simplistic. 
Finally, as Cova et al. (2013) suggest, this new era of consumer culture 
would be intrinsically different from previous ones in its search for 
enthusiasm, engagement and sincerity. In this work I do not seek to enter 
into a discussion as to what CCT researchers should pursue after the 
paradigm shift (Askegaard and Scott, 2013), but instead to acknowledge the 
change and reflect it into the analysis. 
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3.1.1. Similarities in consumption patterns and behaviors across cases 
Although based on several concepts originating from a postmodernistic 
approach, the analysis carried out in this work remains coherent under the 
view of a global society that would involve an evolution of certain aspects of 
consumer behavior. One of the key differentiating aspects of this new 
consumer era would be that, although individuals may still not always 
physically interact with others during their visits to shopping centers 
(Bauman, 2000), they do interact with other consumers online, on social 
networks, through the dematerialization and re-embodiment of the self, as 
sustained by Belk (2013) and in a global scale, originating a hybridity of 
cultures as sustained by Garcia Canclini (2001).  
As consumers share their experiences with “complete strangers” who have 
the same interests, they no longer expect only immediate individual rewards, 
but rather enjoy the collective benefits of the experience and the creation of a 
digital memory (Belk, 2013). This process makes this virtual interaction 
often more profound and lasting than the physical interaction they engage in 
during mall visits. 
This could be observed in all cases, even when the mall did not provide an 
attractive brand community managed by the mall operators. When such a 
community did not exist, consumers interacted in “public” networks, such as 
review sites (i.e. Trip Advisor) or posted these interactions on their social 
network accounts (i.e. Facebook). 
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While facing socio-economic instability, this online interaction prolongs the 
effect of the physical visits. A “selfie”
107
 , taken with the new iPad at the 
mall and posted on social networks to go around the world a few times is 
thus the quintessential ending for the consuming experience. 
Similarities in the way status consumption is practiced in developed and 
emerging countries can be observed as globalization practices clearly work 
both ways. Immigrant fluxes blur cultural identities and globalize products 
and fabs.  
Havaianas flip-flops, a typical inexpensive Brazilian product, could be seen 
on sale at all of the shopping centers visited for instance. These extremely 
inexpensive Brazilian traditional sandals became a fashion fab through the 
hands of top models travelling the world both physically and virtually and 
were adopted by Hollywood stars. Instantly they were transformed into 
status conveying goods. 
In order to be able to understand and follow these fashion trends, LCC 
consumers can use the services offered particularly at Shopping Cidade 
Jardim and London Westfield to be reassured that they are complying with 
the unwritten codes of the global elite. In fact, shopping at Shopping Cidade 
Jardim is more effective for LCCs than shopping in the “Meca’s” of luxury 
consumption such as Paris or New York City.  
By shopping at specific locations on a regular basis, often with the help of 
professionals, these aspiring consumers are recognized by salespeople, 
receive special attention and guidance and can shop in their mother tongue. 
Higher prices due to taxes (as in the case of Brazil) do not seem to be a 
concern as they are seen as proxies for quality.  
                                                 
107
 The Oxford Dictionary added the term in 2013 and define sit as a self-portrait, usually taken 
with a handheld device. 
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As for London’s aspiring professionals competing in a savage market with 
diminishing opportunities, appearances are crucial and mistakes are costly. 
This could be clearly seen at Westfield London through the use of personal 
shoppers. 
Status consumption practices would also be consistent with a strategy of 
reconstruction of a previous identity, as proposed by Ulvner-Sneistrup and 
Ostberg (2011), in which consumers who have descended in the social 
ladder attempt to preserve their old selves through consumption (Schouten 
1991). This can be observed in all of the cities studied and in blue-collar and 
middle class groups alike. Understanding this concept has been a key factor 
in the success of Bluewater over the last few years.  
In fact, in Newman’s (1988) work on middle class groups affected by 
downward mobility in the United States, she found that her informants 
interpreted their situation as compared to others whom they considered to be 
their “peers” largely in terms closely linked with material possessions. Their 
downward mobility was represented by the conversion of the “American 
Dream”, filled with home and consumer product ownership, into an 
“American Nightmare” where the acquisition of these goods was limited.  
Similarly, O’Dougherty’s (2002) study of the Brazilian middle classes under 
economic and social distress in the late 1980’s and early 1990’s found that 
the consumption of certain goods functioned both as a rite of passage (Van 
Gennep 1960) into the group’s collective construction of what “being middle 
class” meant and as a “tournament of power” (Appadurai 1996), 
differentiating “those who can from those who cannot”. She found that her 
informants would go through great sacrifices to be able to afford those 
goods, some of which were clearly emotional rather than rational choices. 
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The possession (and display thereof) of Apple products seen for instance at 
Bluewater seems to be working in much the same way as these previous 
studies suggested for emerging economies. Owning an iPad would 
symbolize middle class membership, opening the box in the middle of the 
crowded mall at lunchtime would add to the experience and posting it online 
is the “frosting on the cake”. 
While other shopping centers were coping with falling revenues, Bluewater 
was expanding its entertainment component. By positioning itself as an 
upscale leisure destination, Bluewater aims at transferring the symbolic 
meaning of its brand positioning to consumers’ perception of their own 
situation (McCracken, 1986). 
These findings demonstrate that understanding conspicuous status 
consumption in developing economies can in fact aid in understanding 
similar behaviors in developed economies. This is particularly useful under 
current unstable market conditions in developing economies. 
The role of the transference of cultural meaning from consumption practices 
to consumers (McCracken, 1986) in the coping mechanisms in middle class 
and blue collar groups facing socio-economic instability, sometimes for the 
first time, is particularly relevant during hard economic times. This is similar 
to the notion of democratization of luxury consumption seen in LICs, as 
Bluewater democratizes the access to leisure under social and economic 
instability at the cost of adherence to the code of conduct imposed. 
On the other hand, consumption behavior in Buenos Aires and Rio de 
Janeiro, as well as Paris is similar in that ostentatiousness is ill regarded by 
the traditional elite and most of the neo-classical constructions date from the 
beginning of the 20
th
 century whereas in São Paulo neo-classical buildings 
are symbols of economic power up to today. 
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As the forces of globalization and the permeable frontiers of the digital 
world have diminished barriers, these processed have blurred ethnic 
identities thus generate similar responses in terms of produced experiences 
in different parts of the world. In all of the cases studies, shopping malls 
provide the arenas for identity construction projects to be enacted. It is true, 
however, that not all of these commercial spaces were equally relevant in 
these processes.  
3.1.2. Differences in consumption patterns and behaviors across cases 
In some of the cases, shopping malls were merely background scenarios 
where life took place - non-places as proposed by Augé (1995), while others 
were viewed as treasured places and had more relevance in the identity 
construction projects of its clients (Debenedetti et al 2013). Nevertheless, 
this notion could again not be linked to geographical locations, rather it was 
site specific and in fact a result of the co-produced experiences between 
consumers and mall management. The status of “treasured place” was also 
not “fixed”, it was found to be mutable and the context in which it is inserted 
and management’s efforts to revert this process are dependent on the 
consumers’ willingness to participate in these processes.  
Yet, although there seems to be some form of correlation between a being a 
“treasured place” and the shopping centers profitability, some shopping 
centers seem to have managed to sustain profits without this status, probably 
based on more utilitarian aspects of its management such as zoning and mall 
mix (Ochs, 2006), typical of a marketing paradigm of shopping center 
management, as sustained by Ochs and Badot (2008).  
Also, possibly a delay in the acceptance of changing consumer desires has 
led many shopping mall operators to react violently to the possibility of 
consumer movements taking place at what they consider private property. 
However, this work suggests that under the experiential paradigm of 
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shopping mall management, property is shared between the different 
stakeholders and thus no decision can be made unilaterally. 
This work also suggests that the struggle to avoid downward mobility, 
although pro-consumption rather than anti–consumption, shares a few traits 
with consumer resistance acts, as defined by Kozinets and Handelman 
(2004) where individual or collective action affect consumption behaviors 
with both financial and emotional costs (Cherrier and Murray, 2007). 
Consumers under socio-economic stress seem to engage in consumption 
activities to avoid market dynamics which affect their identity construction 
processes. This again, although different across cases, was not 
geographically linked, but rather connected to socio-economic instability, 
and the more unstable the context, the more visible these practices were. 
According to Martin and Schouten (2014), markets are the result of 
interlinked communities of practice, created though processes of multiple 
translations in which consumers mobilize human and nonhuman actors to 
co-constitute products, practices, and infrastructures. However, they 
acknowledge that emotions such as desire and fear are possibly as potent 
actors upon the human subject as external social and material actors and thus 
they conceptualize consumer identity as an actor-network (Latour, 2005) in 
which the individual problematizes the self and manages the human and 
nonhuman resources of identity construction (page 868).  
Shopping malls in every one of the five cities are part of this actor-network 
system yet within each mall an ecosystem of translations if formed which 
may or may not comply with the totality of the rules that apply to the market 
system that it is part of. A parallel can be made to the federalist system of 
government in the United States, which is permissive of different market 
rules in each state, although compliant at the maximum level of the central 
government. 
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However, even in the case of shopping centers within the same geographic 
region, each shopping mall seemed to operate under a different set of rules 
and codes of conduct, both written and unwritten. For instance, the code of 
conduct at Bluewater is a form of subdue discrimination, aiming at the 
exclusion of the undesired, and a practice that in theory is not coherent with 
the equality rules expected of more developed markets. The same could be 
observed in the closing of shopping malls in Brazil due to the “rolezinhos”. 
Yet those practices were not homogeneous even across cases in the same 
city. 
Paris differentiates itself from all other cities in that shopping malls are 
largely a suburban than an inner city phenomenon. In all other cities there 
are successful shopping malls in inner city neighborhoods, and those are 
visited by locals and tourists alike. As for Paris, in spite of the existence of 
inner city malls, such as Forum Les Halles, visiting shopping malls seems to 
be a largely preferred option for suburban families. 
As for Buenos Aires, the city exhales a sense of decay and corrosion and so 
does its elite. Argentina in general and Buenos Aires in particular have seen 
better times. The fact that many of the Shopping malls in the city were 
installed in historical buildings with luxurious architecture and a heritage 
that is preserved in its marketing strategies is also relevant. Nostalgia for the 
“good old days” is visible in these practices. 
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Status consumption in Buenos Aires is currently more connected with the 
consumption of spaces (Urry, 1996; Benjamin, 2002) than of consumer 
goods. With the ban of imports and the distrust of banking institutions, 
Argentinians are travelling and spending abroad in spite of unfavorable 
exchange rates and bureaucracy to acquire foreign currency. While in the 
city, being seen at specific places represents a sense of belonging, thus the 
groups of elder ladies and teenagers alike consuming coffee or ice- cream 
and not much more at Patio Bullrich. 
Although Brazilian society emerges as being more materialistic than other 
cities studied, the way traditional elite groups in Rio and São Paulo deal with 
this incipient social mobility vary considerably. The traditional elite in São 
Paulo are more ostentatious that their counterparts from Rio de Janeiro.  
Local upscale brands in Rio de Janeiro are still valued at a high standard 
while in São Paulo they are regarded as “second best” to international 
brands. For instance, for the traditional elite in Rio de Janeiro, Shopping 
Fashion Mall is still regarded as a luxury mall by visitors in spite the fact 
that virtually no international brands are present there. Similarly, a Channel 
purse is often publicized and an heirloom and displayed mostly at very 
special occasions by “Cariocas” and used primarily at special occasions 
while in São Paulo the same Channel purse is worn with jeans and a t-shirt to 
go to Iguatemi or Shopping Cidade Jardim by the traditional elite. 
As for the emerging middle classes and the new rich in both cities in Brazil, 
they act strikingly similar. Top to bottom Luis Vuitton outfits are acceptable 
for an afternoon stroll at the mall. Following this reasoning, the mall seems 
to ¨democratize¨ the idea of luxury consumption as products that could only 
be acquired by members of the ¨traditional elite¨ with access to private 
boutiques or though inheritance are now readily available at a mall store, can 
be bought in their mother language and in installments.  
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Differences in identity construction practices can also be seen at the 
architectural choices in both Brazilian cities. Neo-classical buildings in São 
Paulo’s more prominent neighborhoods are common, a mythical 
representation of the “developed world”, of which Europe is the model. In 
Rio de Janeiro’s exclusive neighborhoods of the Zona Sul, these building 
designs are rare and even where small buildings from the 50’s are 
demolished; a cool and modern design is preferred to replace it. 
Nevertheless, a few neoclassical structures have started to appear in the 
Barra da Tijuca zone, where the “emergents” live. 
Rio de Janeiro was the capital of Brazil until 1960, and possessed 
institutionalized power for centuries, while São Paulo has held economic 
power for over a century. Once the capital was transferred to Brasilia, Rio de 
Janeiro still represented a political power in the form of mass media control. 
Rio-based TV Globo held near control over the mass media for decades, 
even after the capital was transferred to Brasilia. Nevertheless, although its 
power is still significant, the power of mass media has been severely affected 
by the digital revolution and social network capabilities.  
The media has lost control over the masses and now new elite is emerging in 
Rio de Janeiro, the new rich with consumption patterns similar to those of 
the Paulistas and ostentatious status consumption patterns. This power 
struggle can be seen in the identity construction processes of consumers. 
As for the similarities and differences in terms of orchestrated experiences 
(management driven, servicescapes: design, shopping center mix, zoning, 
positioning, etc.
108
) between locations, although Ochs and Badot (2008) 
proposed that the four paradigms in shopping mall management were 
consecutive and largely reproduced in similar fashion at all shopping malls, 
                                                 
108
 By reconciling practitioner terms and tactics with a deeper cultural understanding of 
Consumer experiences 
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the findings in this study complement this view by adding that different 
shopping centers may in fact go back and forth along these stages depending 
on organizational culture and industry evolution.  
For instance, Shopping Morumbi in Sao Paulo and Alto Palermo in Buenos 
Aires were launched with a high content of entertainment yet have changed 
their management style and now attempt to appeal to the general public by 
being a one-stop shopping option, a strategy more coherent with the 
marketing paradigm. 
This implies that, although the paradigms are in fact subsequent, shopping 
center models and positioning evolve at different paces and in different 
direction and malls operating under each of these phases may in fact co-
exist. Although the pace of market evolution was to some extent linked to 
geographic positions, this was not always the case. In fact, different 
shopping centers were seen to be operating under different paradigms in the 
same cities. 
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3.2. Marketing Insights 
As proposed by Badot and Lemoine (2008), this work aims at providing 
managerial recommendations to managers operating shopping centers. These 
recommendations have been divided into two types: marketing and 
operational recommendations. 
3.2.1. Strategic implications 
As previously mentioned, although there seems to be a correlation between 
being a “treasured place” and the shopping centers profitability, some 
shopping centers seem to have managed to sustain profits without this status, 
probably based on more utilitarian aspects of its management such as zoning 
and mall mix (Ochs 2006), typical of a marketing paradigm of shopping 
center management, as sustained by Ochs and Badot (2008). This implies 
that a more modern shopping center model is not necessarily the only option 
for shopping center profitability. 
Consumers often visit more than one mall depending on the purpose of their 
visit. Management should therefore seek a positioning strategy that would 
differentiate their shopping mall from other malls in its zone of influence, 
yet this does not necessarily mean to operate under a more “current” 
paradigm, as would be the case for a shopping center focused on 
entertainment. In many cases it seems to be more effective to compete with 
experiential malls by becoming a utilitarian one-stop shopping destination.  
Another key issue emerging from findings is that shopping mall positioning 
can and in fact should mutate. More important than strategic coherence over 
time seems to be adherence to consumer perceived image of the mall and 
coherence of the operational aspects of the mall to this image. This can be 
illustrated by the changing in positioning a model undergone by many 
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shopping malls which seems to be effective when it accompanies the 
changing social structures of influence. 
An inconsistence in positioning and offer may explain for instance the 
difficulties facing Le Millenaire in Paris. It is apparently built under a 
utilitarian paradigm, aiming at serving the nearby community. Yet its access 
and opening hours are not coherent with this positioning, and neither is its 
advertising strategy, which attempts to position it as a leisure destination. 
Additionally, given its limited entertainment offer, it is not attractive for a 
family outing, especially considering it is closed on Sundays. If it were to 
open on Sundays, it might, at least on that day of the week, be a viable 
option, considering that on that day shops are closed in Paris. 
It is also hurt by the symbolic meaning of its location. It is not seen by 
Parisians as an attractive area so its gravity pull is limited. Tourists have no 
particular interest in the area and the nearby community seems to prefer to 
shop “in Paris”. Additionally, considering that many of the people in the 
adjoining community work in the city, shopping in Paris is both practical and 
contributes to an aspired group membership. 
Under the opposite side of the equation is Bluewater. Creating an 
atmosphere of excitement and fun has aided Bluewater in sustaining 
revenues during the economic crisis at the expense of sales in London’s high 
streets, in spite of access difficulties. It capitalizes on consumer’s strategy of 
reconstruction of a previous identity, as proposed by Ulvner-Sneistrup and 
Ostberg (2011), in which consumers who have descended in the social 
ladder attempt to preserve their old selves through consumption (Belk, 1988; 
2013; Newman, 1988; Schouten, 1991). Its location is also ideal for 
consumers living in the suburb and who want to avoid crossing the “poverty 
belt”. 
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Understanding this concept has been a key factor in the success of Bluewater 
over the last few years. While other shopping centers were coping with 
falling revenues, Bluewater was expanding its entertainment component and 
capitalizing on its architectural design with nostalgic components. 
Additionally, by positioning itself as an upscale leisure destination, 
Bluewater aims at transferring the symbolic meaning of its brand positioning 
to consumers’ perception of their own situation (McCracken, 1986), thus 
significantly contributing as a coping mechanism during a period of 
economic and social instability. 
3.2.2. Operational implications 
This research has demonstrated that consistency between shopping center 
model and consumer expectations is key in any evolving market, and 
particularly in shopping center management under the threat of online 
shopping. Nevertheless, although utilitarian shopping mall models had been 
deemed to fail in the long run, this research has shown cases where 
economically successful malls have been operating under a utilitarian 
paradigm.  
In fact, as middle class consumers are faced with time and budget 
restrictions, especially under hard economic times, it is to be expected that 
certain types of purchases be related to price-performance relationships 
while others may play a more central role in the consumer’s lives. There is 
therefore room for different models of shopping malls, connected to mall 
mix and zoning aspects (internal factors) yet subjected to macro issues such 
as gentrification of neighborhoods; ethnic and religious composition of areas 
as well as other socioeconomic issues on a local, regional and global scale. 
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Additionally, this research shows that consumers are both willing and eager 
to connect with communities both in online and offline environments and 
that in this search for engagement lays a great opportunity for shopping mall 
operators. These findings are in fact coherent with general  retail literature 
claiming that the market today has demonstrated that the integration of on 
and offline resources is more effective than pure on or offline models and 
that the consuming experience is viewed by the consumer as a whole and not 
separately. 
Nevertheless, although all of the shopping malls studied have websites and 
most have mobile apps, none of these resources seem sufficiently engaging 
to be effective in enhancing the experience. The fact that these apps were 
rarely mentioned in the over 350 pages of text of this work is no 
coincidence.  
As a consumer they did not seem relevant at all. As a researcher, I struggled 
to include whenever possible a reference to their existence. This is evident of 
their near irrelevance to the consumer experience at this stage of the digital 
evolution.  
In fact, community is built more often around social network sites unrelated 
to the mall than on mall-sponsored mediums. For instance, Tripadvisor has 
created long threads of discussion around some of the shopping malls 
studied and Youtube videos are posted in other places more often than on the 
mall-sponsored channel, even when one such channel is available. 
In a world where the multiplicity of selves is a reality, and where 
engagement is becoming key, the development of resources to extend the 
physical and online experiences and integrate them is a critical necessity. 
Shopping malls in every one of the cities visited seem to be wasting an 
opportunity to develop a more engaging online medium that could potentiate 
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the experiences lived physically on the mall. Another wasted opportunity is 
online shopping.  
Similarly, although many of the brands present at every one of the malls 
have their own online shops, these are not affiliated with the mall itself. In 
the same way that shopping at Luis Vuitton at Shopping Cidade Jardim 
physically seems to be more enriching an experience than shopping at Luis 
Vuitton in New York for some consumers, maybe shopping at the online 
store connected to Shopping Cidade Jardim could create added value to 
consumers. 
Finally, this research has shown evidence that zoning practices should 
involve symbolic factors as well as demographic ones in the process of 
determining the location of future malls. The often neglected socio-cultural 
aspects of consumption have a definite effect on the success versus the 
failure of retail developments. 
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3.3. Research limitations 
Interpretive research is an extremely valuable tool for exploring underlying 
causes of consumer behavior and their relationship with socio-cultural 
factors affecting consumers in different markets, issues that are key to the 
success of businesses and are often overlooked in mainstream marketing 
research. Nevertheless, this work’s greatest strength comes paired with the 
risk of interpretation bias. In fact, as proposed by Levi-Strauss (1955), it is 
impossible to analyze on culture without participating, and participation 
implies interference and cross-fertilization. 
Several steps were taken to avoid bias, including the presence of an 
introspective phase, which is an original contribution of this research. 
Extended participant-observation and the use of Netnography to test 
emerging constructs were other measures taken to warrant objectivity. 
In addition to that, it is important to highlight that, as previously mentioned, 
a lot goes one at each of the selected shopping malls. Although this work has 
effectively fulfilled each of its proposed goals, many issues were left 
unexplored, particularly due to time and budget restrictions. 
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3.4. Suggested topics for further research 
During the course of this research several issues that emerged from the 
findings were not directly connected with the research questions proposed. 
For this reason, these interesting topics were overlooked in this work and 
may be explored in future projects. For instance: 
 It did not include a series of malls in each of the five cities city that 
could provide interesting insights to this research. It would have been 
interesting for example to study the phenomenon of tourism and the 
interaction of tourists with locals at shopping malls such as Galerias 
Pacifico in Buenos Aires and Le Carrousel du Louvre in Paris. 
 It did not investigate in detail the zoning and mall mix decisions that 
may or may not have favored the economic success of certain malls 
operating under a utilitarian paradigm. This could provide very 
useful insight for malls operating under this model. 
 This work did not explore the emergence of malls directed at a 
portion of the population in and around the poverty line in São Paulo 
and Rio de Janeiro 
Additionally, although this work has provided for a very interesting meso-
level analysis of the shopping and consuming experiences at these 20 
shopping malls. An interesting follow up for this project would be to develop 
some of these cases onto stand-alone research projects, including in-depth 
interviews with consumers and management and thus develop and micro-
level analysis that would be complementary to the findings in this research 
project. 
356 
 
Detailed Index 
ABSTRACT- FRANCAIS ......................................................................................................... 3 
 
ABSTRACT – ENGLISH .......................................................................................................... 4 
 
ACKNOWLEDGEMENTS....................................................................................................... 5 
 
GENERAL INTRODUCTION ................................................................................................. 9 
 
PART 1 RESEARCH CONTEXTUALIZATION .............................................. 12 
 
1.1. Empirical Background of the Research .................................................... 13 
1.1.1. Retail markets and the ¨survival of the fittest¨ .......................................... 13 
1.1.2. Cultural understanding as an asset in retail management ......................... 14 
1.1.3. Leveraging opportunities in “unfamiliar markets” ................................... 16 
1.1.4. The shopping center industry .................................................................... 18 
1.1.5. Addressing the Empirical Gap .................................................................. 20 
1.1.5.1. Gaps in research on consumption as a coping mechanism ....................... 20 
1.1.5.2. Gaps in research on consumption in LIC’s ............................................... 22 
1.1.5.3. Gaps in research on status consumption ................................................... 23 
1.2. Theoretical Background of the research ................................................... 25 
1.2.1. Shopping Center Management literature in retrospect ............................. 28 
1.2.1.1. Shopping Center Research in retrospect ................................................... 28 
1.2.1.2. The paradigms in Shopping Center Management ..................................... 29 
1.2.2. Commercial spaces as social places.......................................................... 31 
1.2.3. Shopping and consumer experiences in consumer culture research ......... 32 
1.2.4. Symbolic processes and meaning transference ......................................... 33 
1.2.5. Experiential Consumption and shopping experiences .............................. 34 
1.2.6. Consumer fanaticism and desire ............................................................... 37 
1.2.7. Toward a service dominant logic (SDL) ................................................... 39 
1.2.8. Conceptualizing culture and subcultures of consumption ........................ 42 
1.2.9. Addressing the Theoretical Gap ............................................................... 46 
1.2.9.1. Factoring in a paradigm shift .................................................................... 46 
1.2.9.2. Introducing a multi-sited protocol to cross-cultural research. .................. 48 
1.2.9.3. Going beyond the mainstream approach to cross-cultural research .......... 50 
357 
 
1.3. Definitions and Research Questions ......................................................... 52 
1.3.1. Shopping malls ......................................................................................... 52 
1.3.1.2. Experiences produced and undergone ...................................................... 54 
1.3.1.3. Experiences produced and undergone at shopping malls ......................... 55 
1.3.2. The Grand Tour Question ......................................................................... 55 
1.3.3 Initial Research Sub-questions ................................................................. 56 
1.4. Epistemological Positioning and Research design ................................... 57 
1.4.1. Epistemological Positioning ..................................................................... 57 
1.4.2. Research Design ....................................................................................... 62 
1.4.3. Choice of research locations ..................................................................... 65 
1.4.3.1. Country and city selection ........................................................................ 66 
i. Argentina Quick Facts .............................................................................. 68 
ii. Brazil Quick Facts .................................................................................... 70 
iii. France Quick Facts ................................................................................... 75 
iv. England Quick Facts ................................................................................. 77 
1.4.3.2. Comparative Summary of Industry Characteristics in chosen locations .. 80 
1.4.4. Case Selection Process ............................................................................. 80 
1.4.5. Sites and phenomena observation ............................................................. 83 
1.4.6. Intra-case analysis process ........................................................................ 84 
1.4.7. Inter-case analysis process and emerging findings ................................... 84 
1.4.8. Theoretical discussion process ................................................................. 84 
1.4.9. Marketing insights .................................................................................... 86 
1.4.10. Dissertation Scheme ................................................................................. 86 
1.4.11. Research Timeline .................................................................................... 87 
1.5. Expected contributions of this research .................................................... 88 
 
PART 2 OBSERVATION AND CASE ANALYSIS .......................................... 91 
 
2.1. Methodology of the research .................................................................... 92 
2.1.1. Case selection protocol ............................................................................. 94 
2.1.2. Investigation units: 20 Shopping Centers ................................................. 95 
2.1.2.1. Buenos Aires and surroundings ................................................................ 95 
i. Patio Bullrich ............................................................................................ 95 
ii. Alto Palermo ............................................................................................. 96 
iii. Shopping Abasto....................................................................................... 97 
iv. Unicenter .................................................................................................. 98 
358 
 
2.1.2.2. Rio de Janeiro and surroundings ............................................................... 98 
i. RioSul ....................................................................................................... 99 
ii. Shopping Leblon..................................................................................... 100 
iii. BarraShopping ........................................................................................ 100 
iv. São Conrado Fashion Mall ..................................................................... 102 
2.1.2.3. São Paulo and surroundings.................................................................... 103 
i. Shopping Iguatemi .................................................................................. 104 
ii. Shopping Cidade Jardim ......................................................................... 105 
iii. Morumbi Shopping ................................................................................. 107 
iv. Center Norte ........................................................................................... 108 
2.1.2.4. Paris and surroundings ............................................................................ 109 
i. Parly 2 ..................................................................................................... 109 
ii. Le Quatre Temps .................................................................................... 110 
iii. Créteil Soleil ........................................................................................... 111 
iv. Le Millenaire .......................................................................................... 111 
2.1.2.5. London and surroundings ....................................................................... 112 
i. Westfield London ................................................................................... 113 
ii. Bluewater Kent ....................................................................................... 114 
iii. Westfield Stratford City .......................................................................... 116 
iv. Brent Cross ............................................................................................. 117 
2.1.3. Summary of Selected Shopping Center Characteristics ......................... 118 
2.1.4. Geographic location of selected shopping centers .................................. 120 
2.1.5. Research process..................................................................................... 122 
2.1.5.1. Access to the field................................................................................... 123 
2.1.5.2. Introspection ........................................................................................... 124 
2.1.5.3. Fieldwork ................................................................................................ 126 
i. First round of fieldwork .......................................................................... 126 
ii. Second round of fieldwork ..................................................................... 127 
2.1.5.4. Ethical dilemmas in social research ........................................................ 127 
2.1.5.5. Techniques and tools applied in site and phenomena observation ......... 129 
2.1.5.6. Participant-Observation .......................................................................... 131 
2.1.5.7. Interviews ............................................................................................... 133 
i. In-depth interviews ................................................................................. 134 
ii. Informal Interviews through social interaction ....................................... 135 
  
359 
 
2.1.5.8. Desk Research ........................................................................................ 135 
2.1.5.9. Field Journals and content analysis ........................................................ 136 
i. Twenty field journals detailing observations and perceptions ................ 136 
ii. One personal field journal ...................................................................... 137 
2.1.5.10. Visual Ethnography ................................................................................ 138 
i. Photographs ............................................................................................ 138 
ii. Video ...................................................................................................... 138 
2.1.5.11. Summary of techniques and tools in sites and phenomena observation . 139 
2.2 Ethnographic Narrative: Case by case approach ..... ………………..…..142 
2.2.1. The Analysis and Interpretation Process applied to the 20 malls ........... 142 
2.2.2 Introspective narrative ............................................................................ 144 
2.2.2.1. Who am I? A formal bio ......................................................................... 144 
2.2.2.2. Who am I? Understanding myself .......................................................... 145 
i. Language and education ......................................................................... 145 
ii. Nationality and citizenship ..................................................................... 147 
iii. Heritage versus fitting in ........................................................................ 148 
iv. Identity construction in a nutshell ........................................................... 150 
2.2.3. Intra-case analysis................................................................................... 151 
2.2.4. Case by case narratives ........................................................................... 152 
2.2.4.1. Patio Bullrich .......................................................................................... 152 
i. Emerging findings – Patio Bullrich ........................................................ 157 
2.2.4.2. Alto Palermo ........................................................................................... 158 
i. Emerging Findings –Alto Palermo ......................................................... 162 
2.2.4.3. Shopping Abasto..................................................................................... 164 
i. Emerging findings – Shopping Abasto ................................................... 169 
2.2.4.4. Unicenter ................................................................................................ 170 
i. Emerging Themes - Unicenter ................................................................ 174 
2.2.4.5. RioSul ..................................................................................................... 175 
i Emerging Findings – Rio Sul ................................................................. 180 
2.2.4.6. Shopping Leblon..................................................................................... 181 
i Emerging Findings – Shopping Leblon .................................................. 186 
2.2.4.7. BarraShopping ........................................................................................ 187 
i. Emerging Themes: BarraShopping ......................................................... 197 
2.2.4.8. São Conrado Fashion Mall ..................................................................... 198 
i. Emerging Themes – São Conrado Fashion Mall .................................... 203 
2.2.4.9. Shopping Iguatemi .................................................................................. 204 
360 
 
i. Emerging findings - Shopping Iguatemi ................................................. 212 
2.2.4.10. Shopping Cidade Jardim ......................................................................... 213 
i. Emerging Findings – Shopping Cidade Jardim ...................................... 226 
2.2.4.11. Morumbi Shopping ................................................................................. 228 
i. Emerging Findings – Shopping Morumbi .............................................. 240 
2.2.4.12. Center Norte ........................................................................................... 241 
i. Emerging Findings – Center Norte ......................................................... 246 
2.2.4.13. Parly 2 ..................................................................................................... 247 
i. Emerging Findings – Parly 2 .................................................................. 251 
2.2.4.14. Le Quatre Temps .................................................................................... 252 
i. Emerging Findings – Les Quatre Temps ................................................ 258 
2.4.15. Créteil Soleil ........................................................................................... 259 
i. Emerging findings – Créteil Soleil ......................................................... 263 
2.2.4.16.  Le Millenaire ......................................................................................... 264 
i. Emerging findings – Le Millenaire ......................................................... 269 
2.2.4.17. Westfield London ................................................................................... 270 
i. Emerging Findings – Westfield London ................................................. 275 
2.2.4.18. Bluewater Kent ....................................................................................... 276 
i. Emerging findings - Bluewater ............................................................... 284 
2.2.4.19. Westfield Stratford City .......................................................................... 285 
i. Emerging Findings – Westfield London ................................................. 291 
2.2.4.20. Brent Cross ............................................................................................. 292 
i. Emerging Findings – Brent Cross ........................................................... 296 
2.3 Inter-case analysis and interpretation process......................................... 297 
2.4 Theoretical Discussion of emerging findings across cases ..................... 302 
2.4.1. The servicescapes meaning in current times ........................................... 301 
2.4.1.1. Place attachment and homeyness ............................................................ 302 
2.4.1.2. Are shopping centers places or spaces? .................................................. 302 
2.4.1.3. Consumption myths and rituals in a public place ................................... 307 
2.4.1.4. Searching for a mythical paradise? ......................................................... 311 
2.4.1.5. Are shopping centers public goods? ....................................................... 315 
2.4.2. Heterogeneous community collaboration ............................................... 321 
2.4.3. Conspicuous status consumption and social mobility............................. 325 
2.4.3.1. Questioning the universality of the theory on status consumption ......... 325 
2.4.3.2. The Brazilian society emerges as being the most materialistic............... 329  
361 
 
PART 3 CONCLUSIONS AND MARKETING INSIGHTS ........................... 335 
 
3.1. Synthesis of the research ........................................................................ 336 
3.1.1. Similarities in consumption patterns and behaviors across cases ........... 339 
3.1.2. Differences in consumption patterns and behaviors across cases ........... 343 
3.2. Marketing Insights .................................................................................. 349 
3.2.1. Strategic implications ............................................................................. 349 
3.2.2. Operational implications ......................................................................... 351 
3.3. Research limitations ............................................................................... 354 
3.4. Suggested topics for further research...................................................... 355 
 
DETAILED INDEX ............................................................................................................... 356 
 
LIST OF ACRONYMS ......................................................................................................... 362 
 
TABLE OF FIGURES ........................................................................................................... 363 
 
TABLE OF PHOTOGRAPHS ............................................................................................. 364 
 
REFERENCES ....................................................................................................................... 367 
  
362 
 
List of Acronyms 
 
CCT  Consumer Culture Theory 
SDL  Service Dominant Logic 
ANT Actor Network Theory 
LIC Less Industrialized Countries 
 
  
363 
 
Table of Figures 
 
Figure 1 - Literature review ....................................................................................................... 27 
Figure 2 - Research Design.  ...................................................................................................... 64 
Figure 3 - Selection criteria. ....................................................................................................... 67 
Figure 4 - Summary of Market Characteristics .......................................................................... 80 
Figure 5 - Dissertation scheme ................................................................................................... 86 
Figure 6 - Dissertation Timetable .............................................................................................. 87 
Figure 7 - An overview of related research. ............................................................................... 90 
Figure 8 - Monthly per capita income distribution in the area. ................................................ 106 
Figure 9 - Selected Shopping Centers in Buenos Aires and surroundings. .............................. 118 
Figure 10 - Selected Shopping Centers in São Paulo and surroundings. ................................. 119 
Figure 11 - Selected Shopping Centers in Rio de Janeiro and surroundings ........................... 119 
Figure 12 - Selected Shopping Centers in Paris and surroundings .......................................... 119 
Figure 13 - Selected Shopping Centers in London and surroundings ...................................... 119 
Figure 14 - Location of Selected Shopping Centers in Buenos Aires. ..................................... 120 
Figure 15 - Location of Selected Shopping Centers in São Paulo ........................................... 120 
Figure 16 - Location of Selected Shopping Centers in Rio de Janeiro..................................... 121 
Figure 17 - Location of Selected Shopping Centers in Paris.................................................... 121 
Figure 18  - Location of Selected Shopping Centers in London. ............................................. 122 
Figure 19 - In-depth interview data. ......................................................................................... 134 
Figure 20 - Data Sources .......................................................................................................... 140 
Figure 21 - Emerging Findings ................................................................................................ 300 
 
  
364 
 
Table of Photographs 
 
Photograph 1 - My daughters playing at the children´s club at Shopping Iguatemi.. . 123 
Photograph 2 - Paris Public Transportation Card ....................................................... 131 
Photograph 3 - London Public Transportation Card ................................................... 132 
Photograph 4 - London Tube Map. ............................................................................. 132 
Photograph 5 - One of the Field Journals used in the research. r ............................... 137 
Photograph 6 - Outside view from Av. Libertador. .................................................... 152 
Photograph 7 - Aisles at the mall.. .............................................................................. 153 
Photograph 8 - The food court. ................................................................................... 155 
Photograph 9 - Inside Patio Bullrich........................................................................... 156 
Photograph 10 - Alto Palermo in the morning. ........................................................... 158 
Photograph 11 - Escalator next to one of the entrances.  ............................................ 160 
Photograph 12 - Starbucks store. ................................................................................ 161 
Photograph 13  - Long line at Starbucks at rush hour................................................. 162 
Photograph 14 - Outside view of Abasto Shopping.  ................................................. 164 
Photograph 15 - The Mary-go-round inside Abasto Shopping.. ................................. 167 
Photograph 16 - Carlos Gardel statue outside Abasto Shopping.. .............................. 168 
Photograph 17 - Kosher McDonalds.  ........................................................................ 168 
Photograph 18 - Teenagers on the access stairs to Abasto Shopping. ........................ 169 
Photograph 19 - Shopping center entrance.  ............................................................... 170 
Photograph 20 -The dark aisles are extemporal and devoid of identity...................... 171 
Photograph 21 - Unicenter on a weekend.  ................................................................. 172 
Photograph 22 - Unicenter aisles on a weekday. . ...................................................... 173 
Photograph 23 - One of the Food Courts.  .................................................................. 174 
Photograph 24 - RioSul Shopping outside view. l ...................................................... 175 
Photograph 25 - More modern section of the mall.  ................................................... 177 
Photograph 26 - Clients at RioSul. . ........................................................................... 178 
Photograph 27 - Visitors at Rio Sul during slow hours of the morning. . .................. 179 
Photograph 28 - The Ferragamo store at Shopping Leblon. ....................................... 182 
Photograph 29 - Lounges on the lower level of the mall.  .......................................... 182 
Photograph 30 - The food court. . ............................................................................... 183 
Photograph 31 - Flip-flops are viewed as shoes in Rio. ............................................. 184 
Photograph 32 - Aerial view of BarraShopping. ........................................................ 187 
Photograph 33 - Outside view.  .................................................................................. 188 
Photograph 34 - BarraShopping aisles........................................................................ 188 
Photograph 35 - Statue of Liberty in front of New York City Center. ....................... 189 
Photograph 36 - VillageMall.  .................................................................................... 190 
Photograph 37 - Busy lunch hour ............................................................................... 191 
Photograph 38 - Advertising piece for the ¨Red Pencil Sale ...................................... 192 
Photograph 39 - Christmas Promotion using a local celebrity. .................................. 192 
Photograph 40 - Mother´s day campaign offering a Range Rover.. ........................... 193 
Photograph 41 - Valentine´s day campaign offering a trip to New York ................... 193 
Photograph 42 - Gaming Zone. .................................................................................. 196 
Photograph 43 - Kid´s Place.. ..................................................................................... 196 
Photograph 44 - External view of São Conrado Fashion Mall. .................................. 198 
Photograph 45 - Rocinha, across the street form Fashion Mall.. ................................ 199 
365 
 
Photograph 46 - One of the aisles at São Conrado Fashion Mall ............................... 200 
Photograph 47 - Aisles surrounding a garden. ............................................................ 202 
Photograph 48 - A branded cold water bottle.. ........................................................... 205 
Photograph 49 - C&A Shopping Iguatemi. ................................................................ 206 
Photograph 50 - One of the aisles at Iguatemi. ........................................................... 207 
Photograph 51 - The main food court.. ....................................................................... 207 
Photograph 52 - The main hall.. ................................................................................. 208 
Photograph 53 - The daycare facility decorated for Halloween. ................................ 210 
Photograph 54 - My children at the Ice Age exhibit.. ................................................. 210 
Photograph 55 - The Christmas décor.. ...................................................................... 211 
Photograph 56 - Main aisle; Copyright Shopping Cidade Jardim. ............................. 214 
Photograph 57 - Shopping Cidade Jardim indoors garden. ........................................ 215 
Photograph 58 - Indoors landscaping at Shopping Cidade Jardim. ............................ 216 
Photograph 59 - Young pregnant mother, with child off at a coffee shop.. ................ 217 
Photograph 60 - Ball Harbor Shops Courtyard. .......................................................... 221 
Photograph 61 - Runway show during business hours. .............................................. 223 
Photograph 62 - Hermés Launch. ............................................................................... 223 
Photograph 63 - Launch Campaign (2008). ................................................................ 224 
Photograph 64 - The Sartorialist Campaign.(2009). ................................................... 224 
Photograph 65 - Kate Moss Campaign (2010). .......................................................... 225 
Photograph 66 - Heidi Klum Campaign (2011). ......................................................... 225 
Photograph 67 - Leighton Meester Campaign (2012) ................................................ 226 
Photograph 68 - Aerial view of Morumbi Shopping.. ................................................ 228 
Photograph 69 - Outside view. . ................................................................................. 229 
Photograph 70 - Dark aisles.  ...................................................................................... 230 
Photograph 71 - Morumbi Shopping aisle.. ................................................................ 230 
Photograph 72 - The Atrium is one of the few areas with natural lighting. ............... 231 
Photograph 73 - A completely full parking lot is a routine.. ...................................... 232 
Photograph 74 - Cia. Athletica Gym. ......................................................................... 233 
Photograph 75 - Mall aisle at the new addition. ......................................................... 234 
Photograph 76 - New addition at lunchtime on a weekday. ....................................... 235 
Photograph 77 - Advertising piece for the ¨Red Pencil Sale, 2013¨. .......................... 236 
Photograph 78 - Christmas Promotion........................................................................ 236 
Photograph 79 - 2009 São Paulo´s anniversary campaign.......................................... 237 
Photograph 80 - Autumn – Winter Campaign 2010. .................................................. 237 
Photograph 81 - 2011 São Paulo´s anniversary campaign.......................................... 238 
Photograph 82 - MorumbiShopping 30th Anniversary Campaign (2012). ................ 238 
Photograph 83 - Dinosaurs exhibit (2011). ................................................................. 239 
Photograph 84 - Banner an exhibit (2013).................................................................. 239 
Photograph 85 - Center Norte on a busy weekend.. ................................................... 241 
Photograph 86 - Kid´s Area. ....................................................................................... 242 
Photograph 87 - Family outing a few days after the mall was reopened in 2011.. ..... 244 
Photograph 88 - Parking lot on a weekend.. ............................................................... 244 
Photograph 89 - Friday afternoon at Center Norte. .................................................... 245 
Photograph 90 - Valentine´s day campaign 2010. ...................................................... 245 
Photograph 91 - Center Norte Magazine. ................................................................... 246 
Photograph 92 - Parly 2 before renovations. .............................................................. 248 
Photograph 93 - Parly 2 after renovations. ................................................................. 248 
Photograph 94 - A contemporary décor with a 60’s flair. .......................................... 249 
366 
 
Photograph 95 - Lounges simulate a living-room. ..................................................... 249 
Photograph 96 - The new décor. ................................................................................. 250 
Photograph 97 - Esplanade de la Défense. ................................................................. 252 
Photograph 98 - Busy aisles.. ..................................................................................... 253 
Photograph 99 - Lunchtime at Le 4 Temps. ............................................................... 255 
Photograph 100 - Visitors at Le 4 Temps. .................................................................. 256 
Photograph 101 - Entering the mall from the subway. ............................................... 257 
Photograph 102 - Main entrance.. ............................................................................... 259 
Photograph 103 - Corridors at Créteil Soleil.. ............................................................ 260 
Photograph 104 - Looking for jobs. ............................................................................ 261 
Photograph 105 - The food court. ............................................................................... 262 
Photograph 106 – Boat ride arriving at Le Millenaire ................................................ 264 
Photograph 107 - View from the upper level ............................................................. 265 
Photograph 108 - Grocery carts used as strollers. ...................................................... 266 
Photograph 109 - Waiting for the “Navette Fluvial”. ................................................. 268 
Photograph 110 - The caviar and Champagne bar.. .................................................... 270 
Photograph 111 - Teeth whitening service, preformed on the aisles. ......................... 272 
Photograph 112 - Alley at Westfield London.. ........................................................... 273 
Photograph 113 - A family outing.. ............................................................................ 273 
Photograph 114 - The entrance to The Village from the main mall ........................... 274 
Photograph 115 - Aerial view of Bluewater Shopping Centre. .................................. 277 
Photograph 116 - Families eating sushi ...................................................................... 280 
Photograph 117 - The Apple a few days after Steve Job’s death.. ............................. 281 
Photograph 118 - Teeth Whitening Service on an aisle at Bluewater. ....................... 283 
Photograph 119 - Westfield Stratford City form the train platform.. ......................... 285 
Photograph 120 - View of “The Street” under bad weather. ...................................... 286 
Photograph 121 - Middle class and blue collar visitors. ............................................. 287 
Photograph 122 - The empty champagne bar on a day of full traffic. ........................ 288 
Photograph 123 - Aisles at Westfield on a quiet morning.. ........................................ 289 
Photograph 124 - H& M at Westfield Stratford City. ................................................. 290 
Photograph 125 - Cars at the parking lot.. .................................................................. 293 
Photograph 126 - The Apple store at Brent Cross. ..................................................... 294 
Photograph 127 - One of the corridors at Brent Cross. .............................................. 295 
  
367 
 
References 
A 
Abaza, Mona M. (2001), “Shopping Malls, Consumer Culture and the 
Reshaping of Public Space in Egypt,” Theory, Culture and Society, 18 
(October), 97-122. 
Abercrombie, Nicholas, Stephen Hill, and Bryan S. Turner (1986), 
Sovereign Individuals of Capitalism, London: Allen & Unwin. 
Aboujaoude, Elias (2011), Virtually You: The Dangerous Powers of the E-
Personality, New York, NY: Norton. 
ABRASCE (2013), Censo Brasileiro de Shopping Centers, São Paulo: Casa 
Nova.  
ABRASCE (2014), “Números do Setor”, 
http://www.portaldoshopping.com.br/numeros-do-setor/grandes-numeros. 
Ackerman, David, and Gerard Tellis (2001), “Can Culture Affect Prices? A 
Cross-Cultural Study of Shopping and Retail Prices,” Journal of Retailing, 
77 (Spring), 57-82. 
Adburgham, Alison (1979), Shopping in Style: London from the Restoration 
to Edwardian Elegance, Thames & Hudson Ltd. 
Adkins, Lisa (2002), Revisions: Gender and sexuality in late modernity, 
Buckingham: Open University Press. 
Adkins, Natalie Ross, and Julie L. Ozanne (2005), “The Low Literate 
Consumer,” Journal of Consumer Research, 32 (June), 93–105. 
368 
 
Aho, James (2005), Confession and Bookkeeping: The Religious, Moral, and 
Rhetorical Roots of Modern Accounting, Albany, NY: SUNY Press. 
Ahuvia, Aaron C. (2005), “Beyond the Extended Self: Loved Objects and 
Consumer’s Identity Narratives,” Journal of Consumer Research, 32 (June), 
171-84. 
Akrich Madeleine, Michel Callon, and Bruno Latour (2002), “The Key to 
Success in Innovation Part 1: the Art of Interessment,” International Journal 
of Innovation Management, 6 (2, June), 187-206. 
Alcoforado, Michel (2013), “As Faces Bem Distintas do Luxo Carioca,”   
www.valor.com.br/cultura/3166078/faces-bem-distintas-do-luxo-carioca 
Alliance (2013), Annual Report. 
Altman, Yochanan (2011), “The Georgian Feast: Wine and Food as 
Embodiment of Networks,” paper presented at the 6
th
 AWBR International 
Conference, Bordeaux Management School. 
Altman Yochanan, and Yehuda Baruch (2010), “The Organizational Lunch,” 
Culture and Organization, 16 (2), 127-43. 
Altman, Yochanan, and Len Holmes (2005), "The Rites of Passage of Cross-
Disciplinary Concepts: Reflections on “Rites, Right? The Value of Rites de 
Passage for Dealing with Today's Career Transitions”," Career development 
international, 10 (1), 67-70. 
Alto Palermo SA (2011), Estados contables. 
American Sociological Association (2013), “Ethical standards,” 
http://www2.asanet.org/members/ecostand2.html  
369 
 
Anderson, Benedict (1991), Imagined Communities: Reflections on the 
Origin and Spread of Nationalism, London: Verso. 
Andrieu Françoise, Olivier Badot, and Sandrine Macé (2003), “Le West 
Edmonton Mall: Un Échafaudage Sensoriel au Service D’Une Cosmogonie 
Populaire?,” working paper, University of Ottawa. 
______(2004a), "Hypermodernité Et Distribution: Le Cas Du West 
Edmonton Mall,” Management & Avenir, 2 (October), 27-50. 
_______(2004b), “Le West Edmonton Mall: Un Échafaudage Sensoriel au 
Service D’Une Cosmogonie Populaire?,” Revue Francaise Du Marketing, 
196 (February), 53-66. 
Andrieu, Françoise, Olivier Badot, Michel Dessolain, and Bertrand Villalon 
(2002) Le marketing des centres commerciaux. Espace Expansion. 
Appadurai, Arjun (1986), “Introduction: Commodities and the Politics of 
Value,” in The Social Life of Things, ed. Arjun Appadurai, Cambridge, MA: 
Cambridge University Press, 3–63. 
_______(1996), Modernity Marketplaces on Five Continents, Basingstoke, 
England: Palgrave Macmillan, 203-20. 
Argo, Jennifer, and Kelley J. Main (2008), “Stigma by Association in 
Coupon Redemption: Looking Cheap Because of Others,” Journal of 
Consumer Research, 35 (4), 559–72.  
Arnould, Eric J. (2001), “Special Session Summary: Rituals Three Gifts and 
Why Consumer Researchers Should Care,” Advances in Consumer 
Research, 28, 384-86. 
_______(2005), “Animating the big middle,” Journal of Retailing, 81(2), 89-
96.  
370 
 
_______(2007), “Service-Dominant Logic and Consumer Culture Theory: 
Natural Allies in an Emerging Paradigm,” Research in Consumer Behavior, 
11, 57-76. 
Arnould, Eric J. and Linda L. Price (1993), “River Magic: Extraordinary 
Experience and the Extended Service Encounter,” Journal of Consumer 
Research, 20 (June), 24-45. 
Arnould, Eric J., Linda L. Price, and Avinash Malshe (2006), “Toward a 
Cultural Resource-Based Theory of the Customer,” in The Service-Dominant 
Logic of Marketing: Dialog, Debate and Directions, ed. Robert F. Lusch. 
and Stephen L. Vargo,  Armonk, NY: ME Sharpe, 320-33. 
Arnould, Eric J., Linda L. Price, and George M. Zinkhan (2002), Consumers, 
New York, NY: McGraw-Hill. 
Arnould, Eric. J. and Craig Thompson (2005), “Consumer Culture Theory 
(CCT): Twenty Years of Research,” Journal of Consumer Research, 31, 
868-82. 
Arnould, Eric J. and Melanie Wallendorf (1994), “Market Oriented 
Ethnography: Interpretation Building and Marketing Strategy Formulation,” 
Journal of Marketing Research, 31 (November), 484-504. 
Arnould, Stephen, Robert V. Kozinets, and Jay M. Handelman (2001), 
"Hometown Ideology and Retailer Legitimation: the Institutional Semiotics 
of Wal-Mart Flyers," Journal of Retailing, 77 (2, June), 243-71. 
Arthur, Damien, and Claire Sherman (2010), “Status Within a Consumption 
Oriented Counterculture,” Advances in Consumer Research, 37, 386-92. 
Arvidsson, Adam (2006), Brands: Meaning and Value in Media Culture, 
New York, NY: Routledge. 
371 
 
Askegaard, Søren, Eric J. Arnould, Dannie Kjeldgaard (2005). 
“Postassimilationist Ethnic Consumer Research: Qualifications and 
Extensions,” Journal of Consumer Research, 32, 160–70.  
Askegaard, Søren,  and Jeppe Trolle Linnet (2011), “Towards an 
Epistemology of CCT: Phenomenology and the Context of Context,” 
Marketing Theory, 11 (4, December), 381–404. 
Askegaard, Søren, and Linda Scott (2013), “Consumer Culture Theory: the 
Ironies of History,” Marketing Theory, 13, 139-147. 
Aubert-Gamet, Véronique, and Bernard Cova (1999), “Servicescapes: From 
Modern Non-Places to Postmodern Common Places,” Journal of Business 
Research, 44 (1), 37–45.  
Augé, Marc (1986), Un Ethnologue Dans le Métro, Paris, Hachette 
Littératures. 
______(1995), Non-lieux: Introduction a` une Anthropologie de la 
Surmodernite´, Paris: Seuil. 
Aunger, Robert (1995), “On Ethnography: Storytelling or Science,” Current 
Anthropology, 36 (1) Special issue: Ethnography Authority and Cultural 
Explanation, (February), 97-130. 
Axelrod, Robert (1997), “The Dissemination of Culture: a Model with Local 
Convergence and Global Polarization,” The Journal of Conflict Resolution, 
41 (2, April), 203–26.  
  
372 
 
B 
Babin, Barry J. and Jill S. Attaway (2000), “Atmospheric Affect as a Tool 
for Creating Value and Gaining Share of Customer,” Journal of Business 
Research, 49, 91–9. 
Babin, Barry J., William R. Darden, and Mitch Griffin (1994), "Work and/or 
Fun: Measuring Hedonic and Utilitarian Shopping Value," Journal of 
Consumer Research, 20 (March), 644-56. 
Babin, Barry J., Dave M. Hardesty, and Tracy A. Suter (2003), "Color and 
Shopping Intentions: the Intervening Effect of Price Fariness and Perceived 
Affect," Journal of Business Research, 56, 541-51. 
Bäckström, Kristina (2011), “Shopping as Leisure: an Exploration of 
Manifoldness and Dynamics in Consumers Shopping Experiences,” Journal 
of Retailing and Consumer Services, 18, 200-09. 
Badot, Olivier (1998), “Analyse Critique de la Théorie du Design 
Organisationnel: le Cas des Sociétés de Commercialisation de Services de 
Radiotéléphonie Mobile de Type Gsm, en France,” Revue De Gestion Des 
Ressources Humaines, 29-30 (December), 49-61.  
______(2000), “Une Analyse Ethnographique de la Distribution Nord-
Américaine: L´Example de COSTCO,” Market management 4 L´entreprise 
de service à l´epreuve du client, ESKA. 
______(2005), “L´autre raison de succès de WAL-MART: une rhétorique de 
l´infra-ordinaire,” Revue Francaise du marketing, 203-375 (July), 97-117. 
Badot, Olivier, Christophe Carrier, Bernard Cova, Dominique Desjeux, and 
Marc Filser (2009), “L´ethnomarketing: un Élargissement de la Recherche 
373 
 
en Comportement du Consommateur à L´Ethnologie,” Recherche et 
Applications en Marketing, 24 (1, March), 93-111. 
Badot, Olivier, and Bernard Cova (1995), "Communauté et Consommation : 
Prospective Pour un Marketing Tribal", Revue Francaise Du Marketing,  
151, 5-19.   
______(2003), "Néo-Marketing, 10 Après : Pour une Théorie Critique de la 
Consommation et du Marketing Réenchantés", Revue Francaise Du 
Marketing, 195 (November),  79-94.   
______(2008), “The Myopia of New Marketing Panaceas: the Case for 
Rebuilding Our Discipline,” Journal Of Marketing Management, 24 (1-2), 
205-19.   
Badot, Olivier, Bernard Cova, and Patrick Hetzel (1995), "L'évolution des 
Modes de Consommation dans la Société Postmoderne,” Revue Francaise 
Du Marketing, 151, 5-36. 
Badot, Olivier, and Marc Dupuis (2001), “Le Réenchantement de la 
Distribution,” Les Echos, L’Art du Management, 7, 2–3. 
Badot, Olivier, and Marc Filser (2007), "Réenchantement of Retailing", in 
Consuming Experience, ed. Antonella Carù and Bernard Cova, London: 
Routledge, 166-182.  
Badot, Olivier, and Laurence Graillot (2006), “La Différenciation 
Symbolique des Points de Vente: le Cas de L'Enseigne L'Occitane,” Diriger 
Et Entreprendre, (October),  68-85. 
Badot, Olivier, Magdalena Jarvin, Benjamin Morisse, and Christian. Navarre 
(2003), “La 'Valeur-Consommateur' de Chapters à L'Épreuve de la 
Typologie de Holbrook", Consommation Et Société, Paris: L’Harmattan. 
374 
 
Badot, Olivier, and Jean-Francƍis Lemoine (2008), “L’ethnomarketing au 
Service de la Prospective: une Application au Secteur de la Distribution,” 
Management et Avenir, 19, 37-47. 
Bahl, Shalini, and George Milne (2010), “Talking to Ourselves: a Dialogical 
Exploration of Consumption Experiences,” Journal of Consumer Research, 
37 (June), 176–95. 
Baker, Julie, A. Parasuraman, Dhruv Grewal, and Glenn V. Boss (2002), 
“The Influence of Multiple Store Environment Cues on Perceived 
Merchandise Value and Patronage Intentions,” Journal of Marketing, 66 
(April), 120-41. 
Balandier, Georges (1980/1992), Le Pouvoir Sur Scènes, Paris: Balland.  
Bardhi, Fleura, and Eric Arnould (2006), “An Examination of the Concept of 
Postmodern Home and the Role of Consumption in Home-Making 
Practices,” Advances in Consumer Research, 33 (1), 651–54.  
Bardhi, Fleura, and Giana M. Eckhardt (2012), “Access Based Consumption: 
The Case of Car Sharing,” Journal of Consumer Research, 39 (December), 
881–98.  
Bardhi, Fleura, Giana M. Eckhardt, and Eric J. Arnould (2012), “Liquid 
Relationship to Possessions,” Journal of Consumer Research, 39 (October), 
510–29.  
Bargh, John A., Katelyn McKenna, and Grainne Fitzsimons (2002), “Can 
You See the Real Me? Activation and Expression of the ‘True Self’ on the 
Internet,” Journal of Social Issues, 58 (1), 33–48. 
375 
 
Barnard, Suzanne (2000), “Construction and Corporeality: Theoretical 
Psychology and Biomedical Technologies of the Self,” Theory and 
Psychology, 10 (5), 669–88. 
Barnes, Liz, and Gaynor Lea-Greenwood (2009), “Fast fashion in the retail 
store environment,” International Journal of Retail and Distribution 
Management, 38 (10), 760-72. 
Barnet, Belinda (2001), “Pack-Rat or Amnesiac? Memory, the Archive, and 
the Birth of the Internet,” Journal of Media and Cultural Studies, 15 (2), 
217–31. 
Barnet Council (2009), “Barnet population estimate: 2008,” 
http://www.barnet.gov.uk/barnet-population-estimate-2008  
Barnett, Clive, Nick Clarke, Paul Cloke, and Alice Malpass (2005), “The 
Political Ethics of Consumerism,” Consumer Policy Revie, 15 (2), 45-51. 
Barnhart, Michelle, and Lisa Peñaloza (2013), “Who Are You Calling Old? 
Negotiating Old Age Identity in the Elderly Consumption Ensemble,” 
Journal of Consumer Research, 39 (April), 1133–53. 
Barthes, Roland (1967), Elements of Semiology, trans. A Lavers and C 
Smith; New York, NY: Hill and Wang. 
______(1973), Mythologies, trans. A Lavers, London: Harpercollins. 
______(1985), L’Aventure Sémiologique, Paris: Éditions du Seuil. 
Bartle, Richard A. (2004), Designing Virtual Worlds, Berkeley, CA: New 
Riders. 
Batra, Rajeev, Aaron Ahuvia, and Richard P. Bagozzi (2012), “Brand love,” 
Journal of Marketing, 76 (March), 1–16. 
376 
 
Baudrillard, Jean (1970), La Societé de la Consomation, Paris: Gallimard. 
_______(1988), Selected Writings, ed. and introd. Mark Poster, Cambridge, 
MA: Polity Press. 
______(1989), "Simulacra and Simulation," in Selected Writings, ed. Mark 
Poster, Cambridge, MA: Polity Press, 166-84. 
______(1998), In Jean Baudrillard: Selected Writings, ed. Mark Poster, 
Stanford, CA: Stanford University Press, 119–48, 166–84.  
Bauman, Zygmunt (1988), "Is There a Postmodern Sociology?," Theory, 
Culture and Society, 5 (2/3, June), 217-37. 
______(1990), Thinking Sociologically, Oxford: Blackwell. 
_______(2000), Liquid Modernity, Malden, MA: Polity Press. 
Baumgartner, Hans (1992), “Remembrance of Things Past: Music, 
Autobiographical Memory, and Emotion,” in Advances in Consumer 
Research, Vol. 19, ed. Brian Sternthal and John F. Sherry, Provo, UT: 
Association for Consumer Research, 613–20. 
Baumgartner, Hans, Mita Sujan, and James Bettman (1993), 
“Autobiographical Memories, Affect, and Consumer Information 
Processing,” Journal of Consumer Psychology, 1 (2), 53–82. 
Baym, Nancy (2007), “The New Shape of Online Community: The Example 
of Swedish Independent Music Fandom,” First Monday, 12 (8), August 6, 
http://firstmonday.org/htbin/cgiwrap/bin/ojs/index.php/fm/article/view/1978/
1853.  
377 
 
BBC News (2012), “Armed Robbers on Motorbikes Raid Brent Cross 
Jeweler,” http://www.bbc.co.uk/news/uk-england-london-
20219127?Print=true 
BBMG Unleashed (2011), “How New Consumers Will Revolutionize 
Brands and Scale Sustainability,” New York, NY: BBMG. 
Beckett, Antony (2012), “Governing the Consumer: Technologies of 
Consumption,” Consumption Markets and Culture, 15 (1), 1-18. 
Beckett, Antony, and Ajit Nayak (2008), “The Reflexive Consumer,” 
Marketing Theory, 8 (3, September), 299–317. 
Béji-Bécheur, Amina, Nil Özçağlar-Toulouse and Sondes Zouaghi (2012), 
“Ethnicity Introspected: Researchers in Search of Their Identity,” Journal of 
Business Research,  65 (4), 504–10. 
Belk, Russell W. (1979), “Gift-Giving Behavior,” in Research in Marketing, 
Vol. 2, ed. Jagdish Sheth, Greenwich, CT: JAI Press, 95–126. 
_______(1988), “Possessions and the Extended Self,” Journal of Consumer 
Research, 15 (September), 139-68.  
_______(1999), “Leaping Luxuries and Transitional Consumers,” in 
Marketing Issues in Transitional Economies, ed. Rajeev Batra, Boston, MA: 
Kluwer, 39–54.   
_______(2006), Handbook of qualitative research methods in marketing, 
Massachussets, MA: Edgard Elgar. 
_______(2010), “Sharing,” Journal of Consumer Research, 36 (February), 
715–34.  
378 
 
_______(2013), “Extended Self in a Digital World,” Journal of Consumer 
Research, 40 (3, October), 460-76. 
Belk, Russell W., and Wendy Bryce (1993), “Christmas Shopping Scenes: 
From Modern Miracle to Postmodern Mall,” International Journal of 
Research in Marketing, 10 (3, August), 277-96. 
Belk, Russell W. and Janeen Arnold Costa (1998), “The Mountain Man 
Myth: a Contemporary Consuming Fantasy,” Journal of Consumer 
Research, 25, 218–40.  
Belk, Russell W, Güliz Ger, and Søren Askegaard (2003). “The Fire of 
Desire: a Multi-Sited Inquiry Into Consumer Passion,” Journal of Consumer 
Research, 30 (3, December), 326–51. 
Belk, Russell W. and Rosa Llamas (2011), “Shangrila: Messing with a 
Myth,” Journal of Macromarketing, 257-275. 
_______(2012), “Shared Possessions/ Shared Self,” in Identity and 
Consumption, ed. Ayalla Ruvio and Russell Belk, London: Routledge, 265–
72. 
Belk, Russell W., Melanie Wallendorf, and John F. Sherry Jr.(1989), “The 
Sacred and Profane in Consumer Behavior: Theodicy on the Odyssey,” 
Journal of Consumer Research, 16 (June), 1-38. 
_______(2007), “Introduction,” in Consumer culture theory, ed. Russell W. 
Belk and John F. Sherry, Jr.,  UK: Elsevier, xiii-xiv. 
Belk, Russell W., John F. Sherry, Jr. and Melanie Wallendorf (1988), “A 
Naturalistic Inquiry into Buyer and Seller Behavior at a Swap Meet,” 
Journal of Consumer Research, 14 (4, March), 449-70. 
379 
 
Belk, Russell W. and Melanie Wallendorf (1990), “The Sacred Meanings of 
Money,” Journal of Economic Psychology, 11 (1), 35-67.  
Belk, Russell W., and Joyce Yeh (2011), “Tourist Photography: Signs of 
Self,” International Journal of Culture, Tourism, and Hospitality, 5 (1), 
345–53. 
Bell, Gordon, and Jim Gemmell (2009), “Total Recall: How the E-Memory 
Revolution Will Change Everything”, New York: Dutton. 
Benjamin, Walter (1930/1969), “Unpacking My Library: A Talk about Book 
Collecting,” in Illuminations, trans. Harry Zohn, ed. and ntrod. Hannah 
Arendt, ew York, NY: Schocken Books, 59-67. 
_______ (2002), The Arcades Project , Cambridge, MA: Harvard University 
Press. 
Berry, Leonard L. (1999), Discovering the Soul ff Service, New York, NY: 
The Free Press. 
Best, Steven, and Douglas Kellner (1991), Postmodern Theory: Critical 
Interrogations, New York, NY: The Guildford Press.  
Bhatti Mark, and Andrew Church (2000), “I Never Promised You a Rose 
Garden: Gender, Leisure and Homemaking,” Leisure Studies, 19 (3, July), 
183-99.  
Beverland, Michael B. and Francis J. Farrelly, (2010), “The Quest for 
Authenticity in Consumption: Consumers’ Purposive Choice of Authentic 
Cues to Shape Experienced Outcomes,” Journal of Consumer Research, 36 
(February), 838–56. 
Bhabha, Homi K. (1994). The Location of Culture. New York, NY: 
Routledge.  
380 
 
Birukou, Aliaksandr, Enrico Blanzieri, Paolo Giorgini, and Fausto 
Giunchiglia (2009), “A Formal Definition of Culture,” Technical Report 
#DISI-09-021, Trento: DISI, University of Trento. 
Bitner, Mary Jo (1992), “Servicescapes: The Impact of Physical 
Surroundings on Customers and Employees,” The Journal of Marketing, 56 
(2), 57-71. 
Bloch, Peter H., Frédéric F. Brunel, and Todd J. Arnold ((2003), “Individual 
Differences in the Centrality Ofvisual Product Aesthetics: Concept and 
Measurement,” Journal of Consumer Research, 29 (March), 551–65. 
Bloch, Peter H., Marsha L. Richins (1983), “Shopping Without Purchase: an 
Investigation of Consumer Browsing Behavior,” Advances in Consumer 
Research, 10, 389-93. 
Bloch, Peter H., Nancy M. Ridgway, and Scott A. Dawson (1994), “The 
Shopping Mall as Consumer Habitat,” Journal of Retailing, 70, 29–38.  
Bloch, Peter H., Nancy M. Ridgway, and James E. Nelson (1991), “Leisure 
and Shopping Malls,” Advances in Consumer Research, 18 (1), 445–52.  
Bloch, Peter H., Nancy M. Ridgway, and Daniel L. Sherrel (1989), 
“Extending the Concept of Shopping: an Investigation of Browsing 
Activity,” Journal of the Academy of Marketing Science, 17 (1), 13–21. 
Bogdan, Robert, and Steven J. Taylor (1975), Introduction to Qualitative 
Research Methods: a Phenomenological Approach to the Social Sciences, 
New York, NY: John Wiley. 
Bonnin, Gaël (2000), “L’Expérience de Magasinage, Conceptualisation et 
Exploration des Rôles du Comportement Physique et de L’Aménagement de 
381 
 
L’Espace,” Thèse de Doctorat ès Sciences de gestion, Université de 
Bourgogne, 13 Décembre. 
Bonoma, Thomas V. (1985), “Case Research in Marketing: Opportunities 
Problems, and a Process,” Journal of Marketing Research, 22 (2, May), 199-
208. 
Bonoma, Thomas V. and Leonard C. Felder (1997), “Nonverbal 
Communication in Marketing: Toward a Communicational Analysis,” 
Journal of Marketing Research, 14 (2, May), 169-80. 
Bonsu, Samuel K. and Russell W. Belk (2003), “Do Not Go Cheaply into 
That Good Night: Death Ritual Consumption in Asante Ghana,” Journal of 
Consumer Research, 30 (1, June), 41–55. 
Borgerson, Janet (2005), “Materiality, Agency and the Constitution of 
Consuming Subjects: Insights from Consumer Research,” in Advances in 
Consumer Research, Vol. 32, ed. Geeta Manon and Akshay R. Rao, Duluth, 
MN: Association for Consumer Research, 439-43. 
Borghini, Stefania, Nina Diamond, Robert V. Kozinets, Mary Ann Mcgrath, 
Albert M. Muñiz Jr. John F. Sherry Jr. (2009), “Why Are Themed 
Brandstores So Powerful? Retail Brand Ideology at American Girl Place,” 
Journal of Retailing, 85 (3), 363–75.  
Bouchet, Dominique (1995), “Marketing and the Redefinition of Ethnicity,” 
in Marketing in a Multicultural World, ed. Janeen Arnold Costa and Gary J. 
Bamossy, Thousand Oaks, CA: Sage, 68-104.  
Bourdieu, Pierre (1984), Distinction: a Social Critique of the Judgement of 
Taste, London: Routledge. 
382 
 
_______(1985), The Social Space and the Genesis of Groups, Paris: Collège 
de France. 
_______(1998), Practical Reason: on the Theory of Action, Stanford, CA: 
Stanford University Press.  
Bourgeon, Dominique, and Marc Filser (1995), “Les Apports du Modèles de 
Recherches D’Expériences à L’Analyse du Comportement dans le Domaine 
Culturel. Une Exploration Conceptuelle et Méthodologique,” Recherche et 
Applications en Marketing, 10 (4, December), 5-25. 
BR Malls (2013), Annual Report. 
Brakus, Joško J., Bernd H. Schmitt, and Lia Zarantonello (2009), “Brand 
Experience: What Is It? How Is Itmeasured? Does It Affect Loyalty? Journal 
of Marketing, 73 (3, May), 52–68. 
Brakus, Joško J., Bernd H. Schmitt, and Shi Zhang (2008), “Experiential 
Attributes and Consumer Judgments,” in Handbook on Brand and 
Experience Management, ed. B. H. Schmitt and D. L. Rogers, Boston, MA: 
Edward Elgar, 174–87. 
Bristor, Julia M., and Eileen Fischer (1993), “Feminist Thought: 
Implications for Consumer Research,” Journal of Consumer Research, 19 
(March), 518–36. 
Bristow, Dennis N. and Richard J. Sebastian, (2001), “Holy cow! Wait ’til 
next year! A Closer Look at the Brand Loyalty of Chicago Cubs Baseball 
Fans,” Journal of Consumer Marketing, 18 (3), 256-75 
Brown, Christina L., and Gregory S. Carpenter (2000), “Why is the Trivial 
Important? A Reasons-Based Account for the Effects of Trivial Attributes 
On Choice. Journal of Consumer Research, 26 (March), 372–85. 
383 
 
Brown, James R. and Rajiv P. Dant (2009), “The Theoretical Domains of 
Retailing Research: A Retrospective,” Journal of Retailing, 85(2), 113-28. 
Brown, Stephen (1995), Postmodern Marketing, London: Routledge. 
_______(1999), “Retro-Marketing: Yesterday's Tomorrows, Today!," 
Marketing Intelligence and Planning, 17 (7), 363-76.  
Brown, Stephen, and Anthony Patterson (2000), “Trade Softly Because You 
Trade on my Dreams: a Paradisal Prolegomenon,” Marketing Intelligence 
and Planning, 18, (6/7, February), 316-20. 
Brownlie, Douglas and Suzanne Home(2000), “Paradise Lost? Consumption 
Dreaming in Penal Environments,” in Interpretive Consumer Research: 
Paradigms, Methodologies and Applications, ed. Suzanne C. Beckman and 
Richard H. Elliot, Copenhagen: Copenhagen Business School Press.   
Bryman, Alan (1988), Quantity and Quality in Social Research, London: 
New York, NY: Routledge. 
Burchell, Graham, Colin Gordon, and Peter Miller (1991), The Foucault 
effect: Studies in governmentality, Chicago, IL: University of Chicago Press. 
C 
Callon Michel (1986), “Éléments Pour une Sociologie de la Traduction. La 
Domestication des Coquilles Saint-Jacques et des Marins-Pêcheurs dans la 
Baie de Saint-Brieuc,” L’année Sociologique, 36, 169-208. 
Callon Michel, and Bruno Latour (1981), “Unscrewing the Big Leviathan, or 
How Actors Macrostructure Reality and How Sociologists Help Them To 
Do So?,” in Advances in Social Theory and Methodology: Toward an 
Integration of Micro and Macro-Sociologies, ed. Karin Knorr-Cetina and 
Aaron Victor Cicourel, Londres: Routledge and Kegan Paul. 
384 
 
Campbell, Colin (1995) "The Sociology of Consumption", in Acknowledging 
Consumption: a Review of New Studies, ed. Daniel Miller, London: 
Routledge, 96-126. 
Carbone, Lewis (2004), Clued In: How to Keep Customers Coming Back 
Again and Again, New York, NY: Prentice Hall. 
Carbone, Lewis, and Stephan H. Haeckel(1994), “Engineering Customer 
Experiences,” Journal of Marketing Management, 3, 8–19. 
Carey, James W. (1989), Communication as Culture: Essays on Media and 
Society, New York, NY: Routledge. 
Carley, Kathleen (1991), “A Theory of Group Stability,” American 
Sociological Review, 56 (3, June), 331-54.  
Carman, John B. (1985), “Conclusion: Axes of Sacred Value in Hindu 
Society,” in Purity and Auspiciousness in Indian Society, ed. John B. 
Carman and Frédérique Apffel Marglin, Leiden: E. J. Brill, p.108-20. 
Caroll, Barbara A. and Aaron C. Ahuvia(2006), “Some Antecedents and 
Outcomes of Brand Love,” Marketing Letters, 17 (2), 79–89. 
Caroly Sandrine, Valérie Rocchi, Pascale Trompette and Dominique Vinck 
(2005), “Les Professionnels des Services Aux Défunts: Compétences, 
Savoirs, Qualifications,” Revue française des Affaires sociales, 1 (Jan-Mar), 
207-230. 
Carpenter, Gregory. S., Rashi Glazer, and Kent Nakamoto (1994), 
“Meaningful Brands from Meaningless Differentiation: the Dependence on 
Irrelevant Attributes,” Journal of Marketing Research, 31 (August), 339–50. 
Carroll, John M. (1980), Towards a structural psychology of cinema; The 
Hague: Mouton. 
385 
 
Carroll, Lewis (1993), Alice in Wonderland, Ward, UK : Woodsworth 
Editions. 
Carù, Antonella, and Bernard Cova (2003a), “Approche Empirique De 
L'Immersion dans L'Expérience de Consommation: les Opérations 
D'Appropriation,” Recherche et Applications en Marketing, 18 (2), 47-65. 
______(2003b), “Revisiting Consumption Experience: a More Humble But 
Complete View of the Concept,” Marketing theory, 3(2, June), 267-86. 
______(2007), Consuming experience, Routledge; Abingdon. 
CASC (Camara Argentina de Shopping Centers), www.casc.org.ar  
Cassinger, Cecilia (2010), Retailing Retold: Unfolding the process of Image 
Construction in Everyday Practice, Lund, Sweden: Lund Business Press, 
Lund Institute of Economic Research. 
Castelfranchi, Cristiano (1998), “Modelling Social Action for AI Agents,” 
Artificial Intelligence, 103(1-2) (1998) 157–82.  
Castells, Manuel (2013), “Brasil: Escuchar a la calle”, La Vanguardia, June 
29. 
Cayla Julien, Bernard Cova, and Lionel Maltese (2013), “Party Time: 
Recreation Rituals in the World of B2B,” Journal of Marketing 
Management,  9 (11/12), 1394-421. 
Celsi, Richard L., (1992),"Transcendent Benefits of High-Risk Sports", in 
NA - Advances in Consumer Research, Vol.19, ed. John F. Sherry, Jr. and 
Brian Sternthal, Provo, UT: Association for Consumer Research, 636-41. 
386 
 
Celsi, Richard L., Rose Randall and Thomas Leigh (1993), “An Exploration 
of High-Risk Leisure Consumption Through Skydiving,” Journal of 
Consumer Research, 20 (1), 1-23. 
Center Norte (2013), “Resultados de vendas 2013”, press release. 
Certeau, Michel de (1980). L'invention du quotidien: Arts de faire, Volume1. 
Paris: Folio. 
_______(1984), The Practice Of Everyday Life, trans. Steven Rendall, 
Berkeley, CA: University of California Press. 
_______(1990), L’invention du quotidien: Tome 1 Arts de faire, Paris: 
Gallimard. 
Chaney, David (1983), “The Department Store as a Cultural Form,” Theory, 
Culture and Society, 1(3), 22-31.  
______(1990), “Subtopia in Gateshead: The Metrocentre as a Cultural 
Form." Theory, Culture and Society, 7(1), 49-68. 
Chapman, Malcom and Ahmad Jarnal (1997), “Acculturation: Cross Cultural 
Consumer Perceptions and the Symbolism of Domestic Space," in Advances 
in Consumer Research, Vol.24, ed. Merrie Brucks and Debbie McInnis, 
Provo, UT: Association for Consumer Research, 138-44. 
Chatriot Alain, Marie-Emmanuelle Chessel, and Matthew Hilton (2005), Au 
Nom du Consommateur. Consommation et Politique en Europe et Aux États-
Unis au XX Ème Siècle, Paris: Éditions La Découverte. 
Cherrier Hélène, and Jeff B. Murray (2004), “The Sociology of 
Consumption: The Hidden Facet of Marketing,” Journal of Marketing 
Management, 20 (July), 509-26. 
387 
 
_______(2002), “Drifting away from excessive consumption: a new social 
movement based on identity construction,” in Advances in Consumer 
Research Vol. 29, ed. Susan M. Broniarczyk and Kent Nakamoto, Valdosta, 
GA: Association for Consumer Research, 245-47. 
_______(2007), “Reflexive Dispossession and the Self: Constructing a 
Processual Theory of Identity,” Consumption, Markets and Culture, Vol. 10, 
(1), 1-29. 
Chevalier, Sophie (1998), “From Woollen Carpet to Grass Carpet: Bridging 
House and Garden in an English Suburb," in Material Cultures: Why some 
things matter, ed. Daniel Miller, London: UCL Press, 47-71.  
Chung, Emily, Michael B. Beverland, Francis Farrelly, and Pascale Quester 
(2008), “Exploring Consumer Fanaticism: Extraordinary Devotion in the 
Consumption Context,” Advances in Consumer Research,  35, 333-40. 
Clarke, David B. (1997), “Consumption and the City, Modern and 
Postmodern.,” International Journal of Urban and Regional Researc, 21 (2), 
218-37. 
Cleveland, Charles. E. (1986), “Semiotics: Determining What the 
Advertising Message  Means to the Audience,” in Advertising and Consumer 
Psychology, Vol.3, ed. Jerry Olson and Keith Santis, New York, NY: 
Praeger, 227-41. 
Coady, Judith Ann (1987), The Concrete Dream. A Sociological Look at the 
Shopping Mall, Ann Arbor, MI: University Microfilms. 
Cochoy Franck (1999), Une Histoire du Marketing: Discipliner L’Économie 
de Marché, Paris: La Découverte. 
388 
 
_______(2004), “La Captation des Publics:  CEest Pour Mieux Te Séduire, 
Mon Client,” Toulouse: Presses Universitaires du Mirail. 
_______(2005), “L’hypermarché: Jardin d’un Autre Type Aux Portes des 
Villes,” Ethnologie Française, 35(1), 81-91. 
Cochoy Frank, and Sophie Dubuisson-Quellier (2000), “Introduction. Les 
Professionnels du Marché: Vers Une Sociologie du Travail Marchand,” 
Sociologie du travail, 42, 359-68. 
Cohen, Lizabeth (2003), A Consumer’s Republic: The Politics of 
Consumption in Postwar America, New York, NY: Knopf. 
Cohen, Stanley, and Laurie Taylor (1976), Escape Attempts: The Theory and 
Practice of Resistance in Everyday Life, London: Allen Lane.  
Collin, Pauk-Mark (2006), “Dynamique Internationale et Légitimité des 
Réseaux Interorganisationnels,” actes des la XVème Conférence Annuelle de 
l'Association Internationale de Management Stratégique, Annecy/Genève. 
Combemale, Pascal (2007), “Rites et Rituels,” Alternatives Economiques, 
255 (February), 85-7. 
Cook, Daniel (2008), Lived Experiences of Public Consumption: Encounters 
with Value in Marketplaces on Five Continents, Basingstoke, England: 
Palgrave Macmillan, 203–20. 
Cook, Lauren J., Rebecca Yamin, and John P. Mccarthy (1996), “Shopping 
as Meaningful Action: Toward a Redefinition of Consumption in Historical 
Archaeology,” Historical Archaeology, 30 (4), 50-65. 
Cooper-Marcus, Clare (1993), "The Garden as Metaphor," in The Meaning 
of Gardens: Idea, Place and Action,” ed. Mark Francis and Randolph Hester, 
Cambridge, MA: MIT Press, 26-33.  
389 
 
Cordiner, R.(a) (2011), “Brands and Storytelling,” 
http://richardcordiner.com/storytelling/ 
Coskuner-Balli, Gokcen, and Craig J. Thompson (2013), “The Status Costs 
of Subordinate Cultural Capital: At-Home Fathers’ Collective Pursuit of 
Cultural Legitimacy through Capitalizing Consumption Practices,” Journal 
of Consumer Research, 40 (June), 19–41. 
Costa, Janeen Arnold (1998), “Paradisal Discourse: A Critical Analysis of 
Marketing and Consuming Hawaii,” Consumption, Markets and Culture, 14, 
303–46.  
Cova, Bernard, Pauline Mclaran, and Alan Bradshaw (2013), “Rethinking 
Consumer Culture Theory from the Postmodern to the Communist Horizon,” 
Marketing Theory, 13 (March), 213-25. 
Cova, Bernard, and Stefano Pace (2006), “Brand Community of 
Convenience Products: New Forms of Customer Empowerment – The case 
‘‘My Nutella the Community’’,” European Journal of marketing, 40 (9/10), 
1087–105. 
Cova Bernard, and Robert Salle (2008), “Marketing Solutions in Accordance 
with the S-D Logic: Co-Creating Value with Customer Network Actors,” 
Industrial Marketing Management, 37 (3, May), 270-77. 
Cova Véronique, and Bernard Cova (2001), Alternatives Marketing. 
Réponses Marketing Aux Nouveaux Consommateurs, Paris: Dunod. 
Cox, Anthony D., Dena Cox, and Ronald D. Anderson (2005), “Reassessing 
the Pleasures of Store Shopping,” Journal of Business Research 58, 250-59. 
Crawford, Margaret (1992), “The World in a Shopping Mall,” in Variations 
on a theme park, ed. Michael Sorkin, New York, NY: Noonday Press, 3-30. 
390 
 
Crosbie, M. (1994) "Critique: the Vatican of Consumption? A Close Look at 
the Mall of America", Progressive Architecture, 75 (3, April), 70-3. 
Csaba, Faurholt, and Søren Askegaard (1999), “Malls and the Orchestration 
of the Shopping Experience in a Historical Perspective,” in NA - Advances in 
Consumer Research, Vol. 26, ed. Eric J. Arnould and Linda M. Scott, Provo, 
UT : Association for Consumer Research, 34-40. 
Culler, Johnattan (1992), Défense de la Surinterprétation, Interprétation et 
Surinterprétation, ed. S. Collini, Paris: PUF, 101-14. 
Curasi, Carolyn Folkman, Linda L. Price, Eric J. Arnold (2004), “How 
Individual’s Cherished Possessions Become Families’ Inalienable Wealth,” 
Journal of Consumer Research, 31 (3, December), 609-23.  
Cushman & Wakefield (2012), Main Streets Across the World, London: 
Cushman and Wakefield. 
D 
D´Angelo, André Cauduro (2006), Precisar, Não Precisa: Um Olhar Sobre 
O Consumo de Luxo No Brasil, São Paulo: Lazuli Editora, Cia. Editora 
Nacional. 
Damatta, R. (1981), Carnavais, Malandros e Heróis, Rio de Janeiro, Rocco. 
_______(1984;1997), O Que Faz O Brasil, Brasil, Rio de Janeiro: Rocco. 
_______(1991), A Rua e a Casa, Brasil, Rio de Janeiro: Rocco. 
_______(2007), O Que é Brasil, Rio de Janeiro: Rocco. 
391 
 
Darmody, Aron, and Ryszard Kedzior (2009), “Production and Reproduction 
of Consumer Culture in Virtual Communities,” Advances in Consumer 
Research, 36, 20–6. 
Das, Veena (1982), Structure and Cognition: Aspects of Hindu Caste and 
Ritual, 2nd ed., Delhi: Oxford University Press. 
Debenedetti, Alain, Harmen Oppewal, and Zeynep Arsel (2013), “Place 
Attachment in Commercial Settings: a Gift Economy Perspective,” Journal 
of Consumer Research, 40 (5, February), 904 -23. 
Debord, Guy (1976), The Society of the Spectacle, Detroit, MI: Red and 
Black.  
Dechant, Dell (2002), The Sacred Santa: Religious Dimensions of Consumer 
Culture, Cleveland, OH: The Pilgrim Press. 
Degeratu, Alexandru M., Arvind Rangaswamy, Jianan Wu (2000), 
“Consumer Choice Behavior in Online and Traditional Supermarkets: the 
Effects of Brand Name, Price, and Other Search Attributes,” International 
Journal of Research in Marketing, 17(1), 55–78. 
Dennis, Charles (2005), Objects of Desire: Consumer Behaviour in 
Shopping Centre Choices, London: Palgrave.  
Dennis, Charles, Tino Fenech, Bill Merrilees (2004), E-retailing, London: 
Routledge Publishers. 
Dennis, Charles, Lisa Harris, and Balraj Sandhu (2002), “From Bricks to 
Clicks: Understanding the E-Consumer,” Qualitative Market Research: An 
International Journal, 5(4), 281-90. 
392 
 
Dennis, Charles, Bill Merrilees, Chanaka Jayawardhena, and Len Tiu Wright 
(2009), “E-consumer Behaviour: Towards an Integrated Theory,” European 
Journal of Marketing, 43, (9/10), 1121-139. 
Denzin, Norman K. (1992), Symbolic interactionism and cultural studies: 
The politics of interpretation, Cambridge, MA: Blackwell Publishers. 
Derbyshire, David (2005), “Bluewater profits from hoodies ban,” The 
Telegraph,  May 20, 
http://www.telegraph.co.uk/news/uknews/1490357/Bluewater-profits-from-
hoodies-ban.html 
Desjeux, Dominique (1990), “L'Ethnomarketing: Un Nouveau Souffle Pour 
les Études de Comportement des Consommateurs,” Sciences Humaines, 1 
(November) , 38-9. 
_______(1997), “L’Ethnomarketing: Une Approche Anthropologique de la 
Consommation: Entre Fertilisation Croisée et Purification Scientifique, 
Revue UTINAM, 21-22 (March), 111-47. 
_______(1998), “Les Échelles D’Observation de la Consommation,” in 
Comprendre le consommateur, Philippe Cabin, Dominique Desjeux, Didier 
Nourrisson and Robert Rochefort, Auxerre: Ed. Sciences Humaines, 37-56. 
_______(2003), “La Consommation en Sociétés,”  in Sociétés, 
consommation et consommateurs, dir. Eric Rémy, Isabelle Garabuau-
Moussaoui, Dominique Desjeux and Marc. Filser, Paris: L’Harmattan, 21-
33. 
______(2004), Les Sciences Sociales, Coll. Que Sais-je?, Paris: PUF. 
_______(2006), La Consommation, Paris: PUF. 
393 
 
Desjeux, Dominique, Isabelle Garabuau-Moussaoui (2002), Alimentations 
Contemporaines, Paris: L’Harmattan, 83-121 
Dewey, John (1925), Experience and nature, ed. rev., New York, NY: 
Dover. 
Diamond, Nina, John F. Sherry, Jr., Albert M. Muñiz, Jr., Mary Ann 
McGrath, Robert V. Kozinets, and Stefania Borghini (2009), “American Girl 
and the Brand Gestalt: Closing the Loop on Sociocultural Branding 
Research,” Journal of Marketing, 73, 118–34.  
Díaz Andrade, Antonio (2009), “Interpretive Research Aiming at Theory 
Building: Adopting and Adapting the Case Study Design,” The Qualitative 
Report, 14 (1, March), 42-60. 
Dion, Delphine (2007), “The Contribution Made by Visual Anthropology to 
the Study of Consumption Behavior,” Recherche et Applications Marketing, 
22 (1), 61. 
_______(2011),  “Embodied Ethnicity: the Ethnic Affiliation Grounded on 
the Body,” Consumption, Markets and Culture, 14 (3), 311-31. 
Dion, Delphine, Lionel Sitz, and Eric Rémy (2012), “Legiticimacy and 
Authenticity of Ethnic Affiliations: The Case of Regionalism, “ Recherche et 
Applications en Marketing, 27 (1), 59-76. 
Dolan, Catherine, and Linda Scott (2009), “Lipstick Evangelism: Avon 
Trading Circles and Gender Empowerment in South Africa,” Gender and 
Development, 17 (2), 203–18. 
Douglas, Mary (1978), “Cultural bias,” Occasional Paper no. 35,  London: 
Roya Anthropological Institute. 
_______(1982), In the Active Voice, London: Routledge and Kegan Paul. 
394 
 
Douglas, Mary and Baron Isherwood (1979), The World of Goods: Towards 
an Anthropology of Consumption, London and New York, NY: Routledge. 
Dubé, Laurette and Jordan L. Le Bel (2003), “The Content and Structure of 
Laypeople’s Concept of Pleasure,” Cognition and Emotion, 17(3), 263–96. 
Dunnett, Nigel and Qasim Muhammad (2000), “Perceived Benefits to 
Human Well-Being of Urban Gardens,” Horttechnology, 10 (1, Jan.-March), 
40-5.  
Dupuis, Marc, Olivier Badot and Françoise Andrieu (2002), Le Marketing 
Des Centres Commerciaux, Paris: Espace Expansion/Ceridice. 
Durkheim, Émile (1912/1979), Les Formes Élémentaires de la Vie 
Religieuse: Le Système Totémique en Australie, Paris: PUF. 
E 
Eco, Umberto (1992), “La Surinterprétation des Textes,” in Interprétation et 
Surinterprétation, ed. Stephan Collini, Coll. Formes sémiotiques, Paris: 
PUF, 41-60. 
_______ (1986), Travels in Hyperreality, San Diego, NY, London: Harvest 
Book. 
Eisenhardt,. Kathleen M. (1989), “Building Theory from Case Study 
Research,” Academy of Management Review, 1989, 14 (4), 532-50. 
Eisenhardt, Kathleen M. and Melissa E. Graebner (2007), “Theory Building 
from Cases: Opportunities and Challenges,” The Academy of Management 
Journal, 50 (1), 25-32. 
Eliade, Mircea (1959), The Sacred and the Profane: the Nature of Religion, 
trans. Willard. R. Trask, New York, NY: Harcourt, Brace & World. 
395 
 
Época Negócios (2012), “Grupo Australiano de Shoppings Westfield Chega 
ao Brasil,”http://epocanegocios.globo.com/Revista/Common/0,,EMI256281-
16355,00-
GRUPO+AUSTRALIANO+DE+SHOPPINGS+WESTFIELD+CHEGA+A
O+BRASIL.html 
Eppli, Mark and John D. Benjamin (1994), “The Evolution of Shopping 
Center Research: a Review and Analysis,” The Journal of Real Estate, 9 (1), 
5-26. 
Estèbe, Phillipe (2004), “Le Territoire Est-Il un Bon Instrument de 
Redistribution? Le Cas de la Réforme de L’Intercommunalité en France,” 
http://www.acadie-reflex.org/publications/txt213.pdf 
Euromonitor (2009), Global Retailing: New Concepts in Retailing - The Thin 
Line Between Success and Failure, Euromonitor. 
Euromonitor (2010a), Argentina: Key trends in the food and beverage 
industries, Euromonitor. 
Euromonitor (2010b), Emerging Market Consumers: A comparative study of 
Latin America and Asia-Pacific, Euromonitor 
Exame (2011), “Center Norte Lança Campanha Recorde,” 
http://exame.abril.com.br/marketing/noticias/center-norte-lanca-campanha-
recorde 
F 
Falk, Pasi, and Colin Campbell (1997), The Shopping Experience, London, 
Thousand Oaks, CA, New Delhi: Sage. 
396 
 
Farrag, Dalia A., Ismail M. El Sayed and Russel Belk (2010), “Mall 
Shopping Motives and Activities: a Multimethod Approach,” Journal of 
International Consumer Marketing, 22, 95-115. 
Farrell, James F. (2003), One Nation Under Goods: Malls And The 
Seductions Of American Shopping, Washington, DC: Smithsonian Press.  
Featherstone, Mike (1991), Consumer Culture and Postmodernism, London: 
Sage Publications. 
_______(1998), “The Flâneur, the City and Virtual Public Life,” Urban 
Studies, 35(2), 909–25. 
Feinberg, Richard A. (1991), “A Brief History of the Mall,” Advances in 
Consumer Research, 18, 426-27. 
Fernandez Karen V., Ekant Veer, John L. Lastovicka (2007), 
“Auspiciousness: Coping with Kratophany,” Advances in Consumer 
Research, 34, 704-08. 
Ferreira Freitas, Ricardo (1996), Centres Commerciaux : Îles Urbaines de la 
PostMmodernité, Coll. Nouvelles études anthropologiques, Paris: 
L’Harmattan. 
Fetterman, David M. (1989), Ethnography Step by Step, Applied Social 
Research Methods Series 17, Newbury Park, CA: Sage. 
Filser, Marc (1994), Le Comportement du Consommateur, Paris: Dalloz. 
_______(1996), “Vers une Consommation Plus Affective?,” Revue 
Française de Gestion, 110 (Sept-Oct), 90-9. 
397 
 
_______(2002a), “Faut-il des Théories Pour Gérer la Distribution ?,” in 
Sciences de Gestion et Pratiques Managériales, ed. Vincent Giard et Hervé 
Penan, Paris: Economica, 123-31. 
_______(2002b), “Le Marketing de la Production D’Expérience: Statut 
Théorique et Implications Managériales,” Décisions Marketing, 28, 13-22. 
_______(2010), “Tour de Roue, Coups D’Accordéon et Fonctions 
Symboliques du Point de Vente: Réflexions Autour de la Prospective du 
Commerce de Détail,” in Management et Métier, Visions D’Experts, 
Mélanges en L’Honneur de Luc Boyer,  ed. Aline Scouarnec, Editions EMS, 
107-16. 
Finn, Adam, and Jordan Louviere (1996), “Shopping Center Image, 
Consideration, and Choice: Anchor Store Contribution,” Journal of Business 
Research, 35 (3), 241-52.  
Finn, Adam, Shaun McQuitty, and John Rigby (1994), “Residents 
Acceptance and Use of a Mega-Multi-Mall: West Edmonton Mall 
Evidence,” International Journal of Research in Marketing, 11, 127- 44. 
Firat, A. Fuat and Nikhilesh Dholakia (2006), “Theoretical and 
Philosophical Implications of Postmodern Debates: Some Challenges to 
Modern Marketing,” Marketing Theory 6 (2), 123–62. 
Firat, A. Fuat and Alladi Venkatesh (1993), “Postmodemity: the Age of 
Marketing,” International Journal of Research in Marketing, 10 (3), 227-49. 
 _______(1995), "Liberatory Postmodernism and the Reenchantment of 
Consumption," Journal of Consumer Research, 22 (3, December), 239-67.  
398 
 
Floch, Jean-Marie (1989), “La Contribution d’une Sémiotique Structurale à 
la Conception d’un Hypermarché,” Recherche et Applications en Marketing, 
4 (2), 37-59. 
_______(2003), Sémiotique, Marketing et Communication: Sous les Signes, 
les Stratégies, Paris: PUF. 
Folha de Sao Paulo (2013), “8 Entre 10 Brasileiros Apoiam Protestos Pelo 
País, diz Datafolha,” www.uol.com.br  
Forshaw, Alec and Theo Bergstrom (1983), The Markets of London, 
London: Penguin. 
Foster, Hal (1983/1989), "Postmodernism: A Preface," in Postmodern 
Culture, ed. Hal Foster, London: Pluto Press, ix-xvi. 
Foucault, Michel (1977), Discipline and Punish: the Birth of the Prison. 
London: Allen Lane. 
_______ (1982), “The Subject and Power. Afterword,” in “The Subject and 
Power”, Critical Inquiry, 8 (4, Summer), 777-95. 
Fournier, Susan (1998), “Consumer Resistance: Societal Motivations, 
Consumer Manifestations, and Implications in the Marketing Domain,” 
Advances in Consumer Research, ,25 (1), 88.  
Francis, Mark, and Randolf T. Hester (1993), The Meaning of Gardens: 
Idea, Place and Action, Cambridge, MA: MIT Press.  
Fraser, Nancy (1998), “Social Justice in the Age of Identity Politics: 
Redistribution, Recognition and Participation,” The Tanner Lectures on 
Human Values, lecture delivered at Stanford University, April 30–May 2, 
1996. 
399 
 
Freyre, Gilberto (1936), Sobrados e Mucambos, Rio de Janeiro: Record. 
_______(1957), Casa Grande e Senzala, Lisboa: Livros do Brasil. 
_______(1969), Novo Mundo Nos Trópicos, São Paulo: Nacional/EDUSP. 
Friedman, Thomas (2013), “Por que temos visto tantas revoltas de rua em 
democracias?,” New York Times, July  02 
Friend, Lorraine A. and Shona M. Thompson (2003). "Identity, Ethnicity 
and Gender: Using Narratives to Understand Their Meaning in Retail 
Shopping,” Consumption, Markets and Culture, 6 (1), 23-41. 
Frow, Pennie, and Adrian Payne (2007), “Towards the ‘Perfect’ Customer 
Experience,” Journal of Brand Management, 15(2), 89–101. 
Funk, Daniel, and Jeff James (2001), “The Psychological Continuum Model: 
A Conceptual Framework for Understanding an Individual's Psychological 
Connection to Sport,” Sport Management Review, 4 (2, November), 119–50. 
G 
García Canclini, Néstor (2005) Hybrid Cultures in Globalized Times, 
Minneapolis, MN: University of Minnesota Press. 
Gay, Paul du (2004), “Self-Service: Retail, Shopping and Personhood,” 
Consumption, Markets and Culture, 7 (2), 149-63. 
Gentile, Chiara, Nicola Spiller, and Giuliano Noci (2007), “How to Sustain 
the Customer Experience: an Overview of Experience Components That Co-
Create Value with the Customer,” European management Journal, 25 (5), 
395–410. 
400 
 
Ger, Güliz, and Russell W. Belk (1996), “I’d Like to Buy the World a Coke: 
Consumptionscapes of the Less Affluent World,” Journal of Consumer 
Policy, 19 (3), 271–304.  
Giddens, Anthony (1984), The Constitution of Society, Outline of the Theory 
of Structuration, Berkeley, CA: University of California Press. 
_______(1990), The Consequences of Modernity, Stanford, CA: Stanford 
University Press. 
_______(1991), Modernity and Self-Identity, Stanford, CA: Stanford 
University Press. 
Giesler, Markus (2008), “Conflict and Compromise: Drama in Marketplace 
Evolution,” Journal of Consumer Research, 34 (April), 739–53. 
Giordano, Yvonne (2003), Conduire un Projet de Recherche: une 
Perspective Qualitative, Management et Société. 
Glazer (2012), “Bluewater,” 
http://www.glazer.co.uk/pdfs/Client_case_studies/Glazer_CS_Bluewater.pdf  
Gottdiener, Mark (1997), The Theming Of America: Dreams, Vision, And 
Commercial Spaces, Boulder, CO: Westview Press. 
_______(2000), New Forms of Consumption: Consumers, Culture, and 
Commodification, Lanham, MD, Oxford: Rowman and Littlefield. 
Gould, Stephen J. (1991), “The Self-Manipulation of My Pervasive, 
Perceived Vital Energy Through Product Use: an Introspective-Praxis 
Perspective,” Journal of Consumer Research;, 18 (September), 194–207.  
401 
 
Gould, Stephen J. and Robert N. Stinerock (1992), “Self-Fashioning Oneself 
Cross-Culturally: Consumption as the Determined and the Determining,” 
Advances in Consumer Research, 19, 857–60. 
Goulding, Christina (2000), “The Commodification of the Past, Postmodern 
Pastiche, and the Search for Authentic Experiences at Contemporary 
Heritage Attractions,” European Journal of Marketing, 34 (7), 835-53. 
Graillot, Laurence, and Olivier Badot (2006), “La Différenciation 
Symbolique Dew Points de Vente: le Cas de L´Enseigne L´Occitane,” 
Entreprendre et Diriger, 1 (1, February), 4-24. 
Graves, O. Finley, Dale L. Flesher, and Robert E. Jordan (1996), “Pictures 
and the Bottom Line: the Television Epistemology of U.S. Annual Reports,” 
Accounting, Organizations and Society, 21 (1, January), 57-88. 
Greimas, Algirdas Julien (1990), The Social Sciences: A Semiotic View, 
Minneapolis, MN: University of Minnesota Press. 
Grewal, Dhruv, and Michael Levy (2007), “Retailing Research: Past, 
Present, and Future,” Journal of Retailing 83 (4), 447-64. 
Griffith, David A. (2011), “Intimacy, Rites of Passage and Social Support: 
Symbolic Meaning from Lifetime Shopping Experiences,” The International 
Review of Retail, Distribution and Consumer Research, 13 (3), 263-78. 
Grönroos, Christian (2004), “The Relationship Marketing Process: 
Communication, Interaction, Dialogue, Value,” Journal of Business and 
Industrial Marketing, 19 (2), 99–113. 
Gruen, Victor (1973), Centers for the Urban Environment: Survival of the 
Cities, New York, NY: Van Nostrand Reinhold. 
402 
 
Gruen, Victor and Larry Smith (1960), Shopping Towns U.S.A: The 
Planning of Shopping Centers, New York, NY: Van Nostrand Reinhold. 
Guardian (2012), ¨Bluewater Expansion Plans Could Create Up to 1,500 
Extra Jobs”, http://www.theguardian.com/business/2012/aug/07/bluewater-
shopping-centre-1500-jobs  
Guiraud, Pierre (1975), Semiology, London: Routledge and Kegan Paul. 
Guy, Clifford (1994), The Retail Development Process: Location, Property 
and Planning, London, New York, NY: Routledge. 
H 
Habermas, Jürgen. (1971), Knowledge and Human Interests; trans. Jeremy J. 
Shapiro, Boston, MA: Beacon Press. 
Hall, Edward T. (1976), Beyond Culture, New York, NY: Anchor 
Books/Doubleday. 
 _______(1990),  The Silent Language, New York, NY: Random House. 
Hamilton, Geoff (1997), Paradise Gardens: Creating and Planting a 
Secluded Garden, London: BBC Books.  
Hammerson (2012), “Key Facts”, http://www.hammerson.com/about/key-
facts/  
Hannigan, J. (1998), Fantasy City: Pleasure and Profit in the Postmodern 
Metropolis, London: Routledge.  
Haytko, Diana L. and Julie Baker (2004), “It´s All at the Mall: Exploring 
Adolescent Girls` Experiences,” Journal of Retailing, 80 (1), 67-83. 
403 
 
Healy, Michael, Michael Beverland,  Harmen Oppewal, and Sean Sands 
(2007), “Understanding Retail Experiences: the Case for Ethnography,” 
International Journal of Market Research, 49 (6), Ethnography Special 
Issue, 751–78. 
http://www.lse.co.uk/financenews.asp?code=8kwubhy0&headline=uk_retail_sales_
rise_in_june_helped_by_department_store_discounts 
Hebdige, Dick (1979), Subculture: The Meaning of Style, London: Methuen 
& Co. 
Henry, Paul Conrad, and Marylouise Caldwell (2006), “Self-Empowerment 
and Consumption: Consumer Remedies for Prolonged Stigmatization,” 
European Journal of Marketing, 40 (9/10), 1031–048.  
Hetzel, Patrick (1997), “When Hyperreality, Reality, Fiction and Non-
Reality Are Brought Together: a Fragmented Vision of the Mall Of America 
Through Personal Interpretation,” in European Advances in Consumer 
Research, Vol. 3, ed. Basil G. Englis and Anna Olofsson, Provo, UT: 
Association for Consumer Research, 261-66. 
Hewer, Paul (2003), “Consuming Gardens: Representations of Paradise, 
Nostalgia and Postmodernism,” European Advances in Consumer Research, 
6, 327-31.  
Hill, Ronald Paul (1991), “Reliving the Lived Experience: Photographs as an 
Aid to Understanding Consumer Behavior Phenomena,” paper presented at 
the Association for Consumer Research, Chicago, IL. 
_______(1995), “Researching Sensitive Topics in Marketing: The Special 
Case of Vulnerable Populations,” Journal of Public Policy and Marketing, 
14 (1, Spring), 143-48. 
404 
 
Hirschman, Elizabeth C. and Morris B. Holbrook(1982), “Hedonic 
Consumption: Emerging concepts, methods and propositions,” Journal of 
Marketing, 43 (3), 92-101. 
_______(1986), “Expanding the Ontology and Methodology of Research on 
the Consumption Experience,” in Perspectives on methodology in consumer 
research, ed. David Brinberg and Richard J. Lutz, New York, NY: Springer-
Verlag, 213–51. 
Hofstede, Geert (1980), Culture’s Consequences: International Differences 
in Work- related Values, London: Sage Publications.  
_______(1991), Cultures and Organizations: Software of the Mind, London: 
McGraw-Hill.  
Holbrook, Morris B. (1980), “Some Preliminary Notes on Research in 
Consumer Esthetics,” Advances in Consumer Research, 7 (1), 104–08. 
_______(1986), “Emotion in the Consumption Experience: Toward a New 
Model of the Human Consumer,” in The Role of Affect in Consumer 
Behavior: Emerging Theories and Applications, ed. Robert A. Peterson, 
Wayne D. Hoyer and William R. Wilson, Lexington, MA: Lexington Books, 
17–52. 
 _______(1995), Consumer Research: Introspective Essays on the Study of 
Consumption, Thousand Oaks, CA: Sage Publications. 
_______(2005), “Customer Value and Auto Ethnography: Subjective 
Personal Introspection and the Meanings of a Photograph Collection,” 
Journal of Business Research, 58 (1), 45–61. 
405 
 
Hollander, Stanley C. (1986), “A Rearview Mirror Might Help Us Drive 
Forward: A Call for More Historical Studies in Retailing.”Journal of 
Retailing, 62 (1, Spring), 7-10. 
Holt, Douglas B. (1995), “How Consumers Consume: A Typology of 
Consumption Practices,” Journal of Consumer Research, 22 (June), 1-16. 
_______(1992), “Examining the Descriptive Value of "Ritual" in Consumer 
Behavior: A View from the Field,” in Advances in Consumer Research, 19, 
ed. John F. Sherry Jr. and Brian Sternthal, Provo, UT: Association for 
Consumer Research, 213-18.    
_______(2002), “Why Do Brands Cause Trouble? A Dialectical Theory of 
Consumer Culture and Branding,” Journal of Consumer Research, 29 
(June), 70–90. 
_______(2003), “What Becomes an Icon Must,” Harvard Business Review, 
81 (3), 43-9. 
_______(2004), “How Brands become Icons,” Boston, MA: Harvard 
Business School Press. 
_______(2005), “How Societies Desire Brands: Using Cultural Theory to 
Explain Brand Symbolism,” in Inside Consumption, ed. S. Ratneshwar and 
David Glen Mick, New York, NY: Routledge,  272-91. 
.Honea, Heather, and Sharon Horsky (2012), “The Power of Plain: 
Intensifying Product Experience with Neutral Aesthetic Context,” Marketing 
Letters, 23 (1), 223–35. 
Howard, Elizabeth (1997), “The Management of Shopping Centres: Conflict 
or Collaboration?,” The International Review of Retail, Distribution and 
Consumer Research, 7 (3), 263-85.  
406 
 
Howard, John A. and Jagdish N. Sheth (1969), Theory of buyer behavior. 
Hoboken, NJ: Wiley. 
Howell, Roy D. and Jerry D. Rogers(1981), “Research Into Shopping Mall 
Choice Behavior,” Advances in Consumer Research, 8, 671-76. 
Humphreys, Ashlee and Kent Grayson (2008), “The Intersection Roles of 
Consumer and Producer: a Critical Perpective on Co-Production, Co-
Creation and Prosumption,” Sociology Compass, 2, 1-18 
Hydén, Margareta (2008), “Narrating Sensitive Topic,” in Doing narrative 
research, ed. Molly Andrews, Corinne Squire and María Tamboukou, 
London: Sage, 223-39. 
I 
Ianni, Octávio (1996), “A Sociologia de Florestan Fernandes,” Estudos 
Avançados 10 (26, April), 25-33.  
IBGE (2010), http://seriesestatisticas.ibge.gov.br/Apresentacao. 
ICSC (International Council of Shopping Centers), www.icsc.org  
ICSC (2008), “The importance of shopping centers for the European 
economy,” International Council of Shopping Centers, European Shopping 
Center Trust. 
Iguatemi (2011), Investors report. 
INSEE (2013), www.insee.fr 
IPSOS (2010), Perfil do Consumidor de Luxo no Brasil, São Paulo: Ipsos. 
ISCS (2008), “The Importance of Shopping Centers for the European 
Economy,” New York, NY: International Council of Shopping Centers. 
407 
 
J 
Jack, Gavin (2008), “Post-Colonialism and Marketing,” in Critical 
marketing: Issues in contemporary marketing, ed. Mark Tadajewski and 
Douglas Brownlie, 363–83.  
Jackson, Peter and Morris B. Holbrook (1995), “Multiple Meanings: 
Shopping and the Cultural Politics of Identity,”  Environment and Planning 
A,  27 (12), 1913-930. 
Jameson, Fredric (1983/1989), “Postmodemism and Consumer Society,” in 
Postmodern Culture, ed. Hal Foster, London: Pluto Press, 111-25  
Johansson, Johny (2004), In Your Face: How American Marketing Excess 
Fuels Anti-Americanism, Upper Saddle River, NJ: Pearson. 
John F. Sherry Jr (1998), Servicescapes: The Concept of Place in 
Contemporary Markets, Lincolnwood, IL: NTC Business Books. 
Jordão, Claudia (2011), “Família Baumgart Enfrenta Crise com Interdição 
do Center Norte,” Veja Sao Paulo,  
http://vejasp.abril.com.br/materia/familia-baumgart-enfrenta-crise-com-
interdicao-do-center-norte 
Joy, Annamma and John F. Sherry, Jr. (2003), “Speaking of Art as 
Embodied Imagination: A Multisensory Approach to Understanding 
Aesthetic Experience,” Journal of Consumer Research, 30 (2), 259-82. 
K 
Kapferer, Jean-Noël (2008), The New Strategic Brand Management: 
Creating and Sustaining Brand Equity Long Term, London: Kogan Page 
Publishers. 
408 
 
Kaplan, Rachel and Stephen Kaplan (1989), The Experience of Nature: A 
Psychological Perspective, New York, NY: Cambridge University Press.  
Karlen, Neal (1992) "The Mall That Ate Minnesota", New York Times, 
August 30, B1and B3. 
Kates, Steven M. (2004) “The Dynamics of Brand Legitimacy: An 
Interpretive Study in the Gay Men’s Community,” Journal of Consumer 
Research, 31 (September), 455–64. 
Kellner, Douglas (2003), Media Culture: Cultural Studies, Identity and 
Politics between the Modern and Postmodern, New York, NY: Routledge. 
Kierkegaard, Søren (1849/2009), Sickness Unto Death: A Christian 
Psychological Exposition for Upbuilding and Awakening, Princeton, NJ: 
Princeton University Press. 
Kjeldgaard, Dannie and  Søren Askegaard (2006), “The Glocalization of 
Youth Culture: The Global Youth Segment as Structures of Common 
Difference,” Journal of Consumer Research, 33 (2), 231-47. 
Klein, Naomi (2000),  No Logo: Taking Aim at the Brand Bullies, Toronto: 
Random House. 
Klepierre (2012), Investors Report. 
Knights, David and Hugh Willmott (1997), “The Hype and Hope of 
Interdisciplinary Management Studies,” British Journal of Management, 8 
(1), 9-22. 
Kotler, Philip (1973), “Atmospherics As a Marketing Tool,” Journal of 
Retailing, 49 (4), 48–64. 
409 
 
_______(2005), “The Role Played by the Broadening of Marketing 
Movement in the History of Marketing Thought,” Journal of Public Policy 
and Marketing, 24 (1), 114-16. 
Kotler, Philip and Sidney J. Levy (1969), “Broadening the Concept of 
Marketing,” Journal of Marketing, 33 (1), 10-5. 
Kotler, Philip, Dipak C. Jain, and Suvit Maesincee (2002), Marketing 
Moves: A New Approach to Profits, Growth and Renewal, Harvard, MA: 
HBS Press. 
Kowinski, William Severini (2002), The Malling of America: Travels in the 
United States of Shopping, Philadelphia, PA: Xlibris. 
Kozinets, Robert V. (2001a), “Utopian Enterprise: Articulating the Meaning 
of Star Trek’s Culture of Consumption,” Journal of Consumer Research, 28 
(June), 67–89. 
_______(2001b), “Rituals of Giving, Destruction and Decoration: 
Transformational Consumption at Burning Man,” in Arnould, Eric J. (2001), 
“Special Session Summary Rituals Three Gifts and Why Consumer 
Researchers Should Care,”  Advances in Consumer Research, (28), 385. 
_______(2002a), “Can Consumers Escape the Market? Emancipatory 
Illuminations from Burning Man,” Journal of Consumer Research, 29 
(June), 20–38. 
_______(2002b), “The Field Behind the Screen: Using Netnography for 
Marketing Research in Online Communities,” Journal of Marketing 
Research, 39 ( February), 61–72. 
_______(2010), Netnography: Doing ethnographic research online, 
Thousand Oaks, CA: Sage Publications. 
410 
 
Kozinets, Robert V., and Jay M. Handelman (2004), “Adversaries of 
Consumption: Consumer Movements, Activism and Ideology,” Journal of 
Consumer Research, 31 (December), 691–704. 
Kozinets, Robert V., John F. Sherry, Jr., Benet DeBerry-Spence, Adam 
Duhachek, Krittinee Nuttavuthisit and Diana Storm (2002), “Themed 
Flagship Brand Stores in the New Millennium: Theory, Practice, Prospects,” 
Journal of Retailing, 78 (1), 17-29. 
_______(2004), Ludic Agency and Retail Spectacle,” Journal of Consumer 
Research, 31, 658–72.  
L 
Laburthe-Tolra, Philippe and Jean-Pierre Warnier (1993), Ethnologie. 
Anthropologie, Coll. Premier Cycle, Paris: PUF. 
Ladwein, Richard (2003), Les modalités de l’appropriation de l’expérience 
de consommation : le cas du tourisme urbain, in Sociétés, consommation et 
consommateurs, dir. Eric Rémy, Isabelle Garabuau-Moussaoui, Dominique 
Desjeux and Marc. Filser, Paris: L’Harmattan, 85-98. 
Lagrange, Hugh (2012), “Youth Unrest and Riots in France and the UK: 
Hugues Lagrange Compares the Riots of August 2011 with Those in France 
in 2005,” Center for crime and Justice, 87 (1), 32-3. 
Lamont, Michèle. (1992), Money, morals, and manners: The culture of the 
French and the American upper-middle class, Chicago, IL: University of 
Chicago Press. 
Lash, Scott and John Urry (1994), Economies of sign and space, London: 
Sage. 
411 
 
Latouche, Serge (1996), The Westernization of the world: The Significance, 
Scope, and Limits to the Drive Toward Uniformity, Cambridge, MA: Polity 
Press.  
Latour, Bruno (2005), Reassembling the social: an introduction to actor-
network theory, London; Oxford Press. 
Le Parisien (2013), “Nouvelle Tuile au Millenair”, Le Parisien, June 21 
http://www.leparisien.fr/espace-premium/seine-saint-denis-93/nouvelle-
tuile-au-millenaire-21-06-2013-2915227.php 
Lefebvre, Henri (1991), The Production of Space, Oxford: Blackwell. 
Lehtonen, Turo-Kimmo (1999), “Any Room for Aesthetics? Shopping 
Practices of Heavily Indebted Consumers.,” Journal of Material Culture,  4 
(3, November), 243-62. 
Lehtonen, Turo-Kimmo and Pasi Mäenpää (1997), “Shopping in the East 
Center Mall,” in The Shopping Experience, ed. Pasi Falk and Colin 
Campbell, London: Sage, 136–65.  
Lemoine, Jean-François (2003), “Vers Une Approche Globale de 
L’Atmosphère du Point de Vente", Revue Française de Marketing, 194, 5-
11. 
Lemoine, Jean-François (2004), “Magasins D’Atmosphère: Quelles 
Évolutions et Quelles Perspectives D’Avenir", Revue Française de 
Marketing, 198 (3/5), 107-16. 
Lemoine, Jean-François and Olivier Badot (2008), “Gestion Tribale de la 
Marquee et Distribution Spécialisée: le Cas Abercombie and Fitch,” 
Décisions Marketing, 52 (Oct.-Dec.), 9-18. 
412 
 
Lend Lease (2011), “Code of Conduct, ” 
http://www.bluewater.co.uk/content/cu_guestconduct  
Lend Lease (2011), Investor´s Report. 
Lévi-Strauss, Claude (1955), Tristes Tropiques, Paris: Plon. 
_______(1958), Anthropologie Structurale, Paris: Plon. 
Linnet, Jeppe Trolle (2011), “Money Can’t Buy Me Hygge: Danish Middle-
Class Consumption, Egalitarianism, and the Sanctity of Inner Space,” Social 
Analysis, 55 (2), 21–44.  
Lipovetzky, Gilles (2006), Le Bonheur Paradoxal: Essai sur la Societé 
D´Hyperconsomation, Paris: Gallimard. 
Lipovetsky Gilles et Elyette Roux (2003), Le Luxe Éternel: de L’Âge du 
Sacré au Temps des Marques, Paris: Gallimard, le Débat. 
Lukas, Scott A. (2007), The Themed Space: Locating Culture, Nation, and 
Self, New York, NY: Lexington Books. 
Lusch, Robert F. and Stephen L. Vargo (2006a), “Service-Dominant Logic: 
Reactions, Reflections and Refinements”, Marketing Theory, 6 (3), 281-88. 
_______(2006b), The Service-Dominant Logic of Marketing: Dialog, 
Debate, and Directions, Armonk, NY: M. E. Sharpe. 
Lynch, Michael (1985), “Discipline and the Material Form of Images: an 
Analysis of Scientific Visibility,” Social Studies of Science, 15 (1), 37–66. 
Lyotard, Jean-François (1979), La Condition Postmoderne, Paris: Les 
Éditions de Minuit. 
  
413 
 
M 
Maclaran, Pauline and Stephen Brown (2005), "The Center Cannot Hold: 
Consuming the Utopian Marketplace,” Journal of Consumer Research, 32 
(September), 311-23. 
Maffesoli, Michel (1988), Le Temps des Tribus, Paris: Méridiens. 
_______(1993), La Contemplation du Monde: Figures du Style 
Communautaire, Paris: Grasset. 
_______(1997), Du nomadisme. Vagabondages initiatiques, Coll. Biblio 
Essais, Le livre de poche,  Paris: Librairie Générale Française. 
_______(2004), Le Rythme de la Vie: Variations sus les Sensibilités 
Postmodernes, Paris: Editions de La Table Ronde. 
Magalhães D'Amorim, Maria Alice (1985), “Estereótipos Regionais em 
Universitários,” Psicologia: Teoria e Pesquisa, 1 (1, Jan.-Apr.), 89-98. 
Mainemelis, Charalampos (Babis), and Yochanan Altman (2010), “Work 
and Play: New Twists on an Old Relationship,” Journal of Organizational 
Change Management, 23 (1). 
Maltby, Alice (2001), "Gardening-the new sex?," Academy of Marketing 2-
4th July, Cardiff University.  
Mariampolski, Hy (2006), Ethnography for Marketers: A Guide to 
Consumer Immersion, Thousand Oaks, CA, London: Sage.  
Marques, Eduardo, Celi Scalon, and Maria Aparecida Oliveira (2008), 
“Comparando Estruturas Sociais no Rio de Janeiro e em São Paulo, DADOS 
– Revista de Ciencias Sociais, 51 (1), 215-38. 
414 
 
Martin, Diana M. and John W. Schouten (2014), “Consumption-Driven 
Market Emergence,” Journal of Consumer Research, (40) 5, 855-70. 
Martineau, Pierre (1958), “The Personality of the Retail Store,” Harvard 
Business Review, 33, 47-55. 
Mathwick, Charla, and Edward Rigdon (2004), “Play, flow, and the online 
search experience,” Journal of Consumer Research, 31, 324–32. 
McAlexander, James H. and John W. Schouten (1998), “Brandfests: 
Servicescapes for the Cultivation of Brand Equity,” in Servicescapes: The 
Concept of Place in Contemporary Markets, ed. John F. Sherry, Jr., 
Chicago,IL: NTC Business Books, 377–402. 
McAlexander, James H, John W. Schouten and Harry Koening (2002), 
“Building Brand Community,” Journal of Marketing, 66 (January), 38-54.  
McCracken, Grant (1986), “Culture and Consumption: A Theoretical 
Account of the Structure and Movement of the Cultural Meaning on 
Consumer Goods,” Journal of Consumer Research, 13 (1, January) 71-84.  
_______(1988a), Culture and Consumption: New Approaches to the 
Symbolic of Consumer Goods and Activities, Bloomington, IN: Indiana 
University Press. 
_______(1988b), The Long Interview, Newbury Park, CA: Sage.  
McNay, Lois (2010), “Feminism and Post-Identity Politics: The Problem of 
Agency,” Constellations, 17 (4), 512–25. 
Merriam-Webster (1997), Merriam Webster’s Collegiate Dictionary, 10th 
ed., Springfield, MA: Merriam-Webster. 
415 
 
Merrilees, Bill, Brent McKenzie, and Dale Miller (2007), “Culture and 
Marketing Strategy in Discount Retailing,” Journal of Business Research, 
60, 215-21. 
Messervy, Julie Moir and Sam Abell (1995), The Inward Garden: Creating 
a Place of Beauty and Meaning, Boston, MA: Little and Brown Company.  
MINTEL (1997), "Gardening Review," London: Mintel Reports. 
Miles, Matthew B. and A. Michael Huberman (1984), Qualitative data 
analysis: A sourcebook of new methods, Beverly Hills, CA: Sage.  
Miller, Daniel (1997), “Could Shopping Ever Really Matter?,” in The 
Shopping Experience, ed. Pasi Falk and Colin Campbell, London: Sage, 31-
55. 
_______(1995), Worlds Apart: Modernity Through the Prism of the Local, 
London: Routledge. 
_______(1998), A theory of Shopping, Ithaca/New York, NY: Cornell 
University Press. 
_______(2001), The Dialectics of Shopping, Chicago, IL: University of 
Chicago Press.  
Miller, Daniel, Peter Jackson, Nigle Thrift, Beverley Holbrook, and Michael 
Rowlands (1998), Shopping, place, and identity, London: Routledge.  
Minowa, Yuko, Pauline Maclaran, and Luca M. Visconti (2010), “Tales of 
Invisible Cities: Methodological Avenues for Multi-sited Researcher Auto 
ethnography,” in Advances in Consumer Research, Vol. XXXVII, ed. 
Margaret C. Campbell, Jeff Inman, and Rik Pieters, Duluth, MN: 
Association for Consumer Research. 
416 
 
Moisander, Johanna and Päivi Eriksson (2006), “Corporate Narratives of 
Information: Making Up the Mobile Consumer Subject,” Consumption 
Markets and Culture, 9 (4), 257–75. 
Morin, Edgar (1987), Penser l'Europe, Paris: Gallimard. 
Morrell, Gareth, Sara Scott, Di McNeish, and Stephen Webster (2011), The 
August Riots in England: Understanding the Involvement of Young People, 
prepared for the Cabinet Office, London: NatCen. 
Morris, Meaghan (1988),  “Things to Do with Shopping Centres,” in Grafts:  
Feminist Cultural Criticism, ed. Susan Sheridan, London: Verso, 193-225. 
Moscovici, Serge (1988), “Notes Towards a Description of Social 
Representations,” Journal of European Social Psychology, 18 (3), 211–50. 
Mukerji, Chandra (1997), Territorial Ambitions and the Gardens of 
Versailles, New York, NY: Cambridge University Press. 
Mullholland, Joan (1991), The Language of Negotiation, London: 
Routledge. 
Multiplan (2009), “Research Report on Consumer Profiles”.  
Multiplan (2012), “Relatório de Resultados do Quarto Trimestre de 2012 da 
Multiplan,” teleconference, Multiplan, February 18. 
http://ri.multiplan.com.br/ptb/1344/ER4T12.pdf   
Muniz, Albert M, Jr. and Thomas C. O’Guinn (2001), “Brand communities,” 
Journal of Consumer Research, 27 (March), 412–32. 
  
417 
 
N 
Nappi-Choulet, Ingrid (2012), “L’Invention du Centre Commercial Couvert 
en Europe,” Immoweek Magazine, (May.-Jun.), 84-6. 
Nealon, Jeffrey T. (2012), Post-postmodernism, or, The Cultural Logic of 
Just-In-Time Capitalism,” Stanford, CA: Stanford University Press. 
Nevin, John R. and Michael J. Houston (1980), “Image as Component of 
Attraction to Intra-Urban Shopping Areas,” Journal of Retailing, 56 (1), 77-
93. 
Newman Katherine S. (1988), “Falling From Grace: the Experience of 
Downward Mobility in the American Middle Class,” Ney York, NY, 
Vintage. 
Nordin, Christina (1993), ¨Halles, Marchés et Foires: Importance, Évolution 
Socio-Professionnelle et Perspectives D'Avenir¨, Culture Technique, 27 ,90-
9. 
O 
O’Dougherty Maureen (2002), Consumption Intensified: The politics of 
Middle-class Life in Brazil, Durham, London: Duke University Press. 
O’Guinn, Thomas C. and Russell W. Belk (1989), “Heaven on Earth: 
Consumption at Heritage Village, USA,” Journal of Consumer Research, 16 
(September), 227-39. 
Ochs, Adeline and Olivier Badot (2010), “La Stratégie des Centres 
Commerciaux : un Dilemme entre Valorisation Financière et Cohérence 
Marketing,” Décisions Marketing, 59 (Jul.-Sep.), 61-6. 
418 
 
Ochs, Adeline (2006), “Les Parcours Consommateurs: Étude 
Ethnographique de L’Itinéraire des Consommateurs Dans un Centre 
Commercial” Actes des 5èmes Journées Normandes de Recherche sur la 
Consommation, Société et Consommation, 23 et 24 mars, Caen. 
OESP (2010), “Base da Policia Militar Faz Segurança na Frente do 
Shopping Cidade Jardim,” http://sao-
paulo.estadao.com.br/noticias/geral,base-da-policia-militar-faz-seguranca-
na-frente-do-shopping-cidade-jardim-imp-,588516   
OESP (2012), “Um Canto de Amor à Cidade, Sem Ser Crítico ou Ufanista,” 
http://cultura.estadao.com.br/noticias/cinema,um-canto-de-amor-a-cidade-
sem-ser-acritico-ou-ufanista,703116   
Office of National Statistics (2011), “Neighbourhood Statistics, Area Barnet 
(Local Authority),” 
http://www.neighbourhood.statistics.gov.uk/dissemination/LeadTableView.d
o?a=7&b=6275011&c=Barnet&d=13&e=61&f=30643&g=6318499&i=100
1x1003x1032x1004x1005&l=2579&o=362&m=0&r=1&s=1401657682757
&enc=1&nsjs=true&nsck=false&nssvg=false&nswid=1366 
Ogden, Denise T., James R. Ogden, Hope Jensen Schau (2004), “Exploring 
the Impact of Culture and Acculturation on Consumer Purchase Decisions: 
Toward a Microcultural Perspective,” Academy of Marketing Science 
Review, 3, 1-22. 
Okleshen, Cara (2001), “The Ritual Creation of Consumption 
Communities,” in Eric J. Arnould (2001) ,"Special Session Summary Rituals 
Three Gifts and Why Consumer Researchers Should Care", in NA - 
Advances in Consumer Research, Vol. 28, ed. Mary C. Gilly and Joan 
Meyers-Levy, Valdosta, GA: Association for Consumer Research, 384-386. 
419 
 
Oliveira, Alysson (2011), “Visualmente bonito, "Rio 2" se perde em clichês 
sobre Brasil,” http://cinema.uol.com.br/noticias/reuters/2014/03/26/estreia-
apesar-de-bonito-visualmente-rio-2-se-perde-em-cliches-sobre-brasil.htm 
Oliver, Richard L. (1999), “Whence Consumer Loyalty?,”.Journal of 
marketing, 63 (4), 33-44. 
Oliver, Richard L., Roland T. Rust, and Sajeev Varki (1997), “Customer 
Delight: Foundations, Findings, and Managerial Insight,” Journal of 
Retailing, 73 (3), 311–36. 
Ottenberg, Simon (1990), “Thirty Years of Filednotes: Changing 
Relationships to the Text, in  Fieldnotes: the Makings of Anthropology, ed. 
Sanjek R. Feldnotes, New York, NY: Cornell University Press, 139-60. 
Özçağlar-Toulouse, Nil (2008), “Les Récits de Vie,” in A la recherche du 
consommateur: Nouvelles Techniques Pour Mieux Comprendre le Client, 
coord. Delphine Dion, Paris: Dunod, 123-43. 
Özçaglar-Toulouse, Nil, and Cova, Bernard (2010), “A History of French 
CCT: Pathways and Key Concepts,” Recherche et Applications en 
Marketing, 25 (2), 69-91. 
Ozcaglar-Toulouse, Nil, and Tuba Ustuner (2009), “How Do Historical 
Relationships Between the Host Countries Shape the Immigrants’ Consumer 
Acculturation Process,” Advances in Consumer Research, 36, 18. 
P 
Park, C. Whan, and Deborah J. Macinnis (2006), “What’s In and What’s 
Out: Questions Over the Boundaries of the Attitude Construct,” Journal of 
Consumer Research, 33 (1), 16–8. 
420 
 
Patterson, Anthony, and Stephen Brown (2007), “Inventing the Pubs of 
Ireland: the Importance of Being Post-Colonial,” Journal of Strategic 
Marketing, 15 (1), 41–51.  
Peñaloza, Lisa (1994), “Atravesando Fronteras/Border Crossings: A Critical 
Ethnographic Exploration of the Consumer Acculturation of Mexican 
Immigrants,” Journal of Consumer Research, 21 (June), 32–54. 
_______(1999), “Just Doing It: A Visual Ethnographic Study of Spectacular 
Consumption Behavior at Nike Town,” Consumption, Markets and Culture, 
2 (4), 337–400.  
______(2006), “Researching Ethnicity and Consumption,” in: Handbook of 
Qualitative Research Methods in Marketing, ed. Russell W. Belk, 
Northampton, MA: Edward Elgar Publishing, 547–59. 
Peppers, Don and Martha Rogers (1993), The one to one future: Building 
relationships one customer at a time, New York, NY: Doubleday. 
Perry, Chad (2001), “Case Research in Marketing,” The Marketing review, 1 
(3, Autumn), 303-23. 
Pesmen, Sandra (1994), "It’s a Mall World After All: Tourists Help Pack the 
Halls of Shoppers' Mecca ", Advertising Age, December 19. 
Pettigrew, Simone F. (2000), “Ethnography and Grounded Theory: A Happy 
Marriage?,” Advances in Consumer research, 27, 256-60. 
Pettinger, Lynne (2004), “Brand Culture and Branded Workers: Service 
Work and Aesthetic Labour in Fashion Retail,” Consumption, Markets and 
Culture, 7 (2, June), 165-85. 
421 
 
Peirce, Charles Sanders (1958), Collected papers, Vol. 5; ed. Paul Weiss, 
Charles Hartshorne and A Burks, Cambridge, MA: Harvard University 
Press. 
Pimentel, Robert W. and Kristy E. Reynolds (2004), “A Model for 
Consumer Devotion: Affective Commitment with Proactive Sustaining 
Behaviors,” Academy of Marketing Science Review, 2004 (5), 
http://www.amsreview.org/articles/pimentel05-2004.pdf  
Pine II, B. Joseph, and James H. Gilmore (1999), The Experience Economy: 
Work is Theater and Every Business is a Stage, Boston, MA: Harvard 
Business School Press. 
Pinot de Villechenon, Florence (2007), Le développement des entreprises à 
l'international : regards sur le Brésil, Collection CERALE, Paris: ESCP-
EAP Publication. 
_______(2008), L'Argentine, Terre D'Investissement, Collection Horizons 
Amériques Latines, Paris: L'Harmattan. 
_______(2009), “Cooperación Descentralizada Europa-América Latina: 
Contribuciones de la Política de Cooperación Comunitaria a la 
Consolidación de la Democracia en Latinoamérica,” in Política pública y 
democracia en América Latina. Del análisis a la implementación, coord. 
Freddy Mariñez Navarro, and Vidal Garza Cantu, Mexico: Editorial Porrúa, 
519-45. 
_______(2010), “Pourquoi S'Intéresser au Brésil ?, in Brésil : Un géant 
Accessible, Développer et Entreprendre,” Paris: Documentation Française, 
15-20. 
Popcorn, Faith (1992), The Popcorn Report: Faith Popcorn on the Future of 
Your Company, Your World, Your Life, New Work, NY: HarperCollins. 
422 
 
Poupard, Jean-Marc (2007), Lea Centres Commerciaux: De Nouveaux Lieux 
de Socialité Dais le Paysage Urbain, Paris: L’Harmattan. 
Prahalad, C.K. and Stuart L. Hart (1998), “The Fortune at the Bottom of the 
Pyramid,” Strategy + Business, 26 (First Quarter), 2-14 
Prahalad, C.K. and Venkat Ramaswamy (2000), “Co-Opting Customer 
Experience,” Harvard Business Review, 78 (1, Jan.–Feb.), 79-87. 
 _______(2004),  The Future of Competition: Co-Creating Unique Value 
with Customers, Boston, MA: Harvard Business School Press. 
Price Waterhouse Coopers (2006/2007), From Sao Paulo to Shanghai: New 
Consumer Dynamics: the Impact on Modern Retailing, Price Waterhouse 
Coopers. 
Price Waterhouse Coopers, Kantar Retail (2012), Retailing 2020: Winning in 
a Polarized World, Price Waterhouse Coopers. 
Prus, Robert, and Lorne Dawson (1991), “Shop 'til You Drop: Shopping as 
Recreational and Laborious Activity,” Canadian Journal of Sociology, 16 (2, 
Spring), 145. 
R 
Radcliffe-Brown, Alfred Reginal (1952), Structure and Function in 
Primitive Society: Essays and Addresses, London: Cohen and West. 
Redden, James, and Carol J. Steiner (2000), “Fanatical Consumers: Towards 
a Framework for Research,” Journal of Consumer Marketing, 17 (4), 322-
37. 
423 
 
Régner, Patrick (2003), “Strategy Creation in the Periphery: Inductive vs. 
Deductive Strategy Making,” Journal of management Studies, 40 (1, 
January), 57- 82. 
Rémy Eric (2001), “Le Lien Social Dans le Marketing des Services,” Revue 
Française de Marketing, 181 (1), 97-106.  
_______(2004), “Voyage en pays bio,2 Décisions Marketing,33, 7-17.  
_______(2007), “De Que choisir ? à Casseurs de pub :entre récupération 
marketing et nouvelles figuresconsuméristes,” Décisions Marketing, 46, 37-
50. 
Rémy Eric and Sandrine Kopel (2002), “Social Linking and Human 
Resources Management in the Service Sector,” Service Industries Journal, 
22 (1), 35-56. 
Ribeiro, Darcy (1995), O Povo Brasileiro, Rio de Janeiro: Cia. Das Letras. 
Richardson, Alan (1999), “Subjective Experience: Its Conceptual Status, 
Method of Investigation, and Psychological Significance,” The Journal of 
Psychology: Interdisciplinary and Applied, 133 (5), 469–85. 
Richins, Marsha L. (1997), “Measuring Emotions in the Consumption 
Experience,” Journal of Consumer Research, 24 (2), 127–46. 
Ritzer, George (1999), Consumption, Thousand Oaks, CA: Pine Forge Press.  
_______(2004), The Globalization of Nothing, Thousand Oaks, CA: Pine 
Forge Press.  
Roberts, Jane Renee, Bill Merrilees, Carmel Ann Herington, and Dale Miller  
(2010), “Building Retail Tenant Trust: Neighbourhood Versus Regional 
424 
 
Shopping Centres,” International Journal of Retail and Distribution 
Management, 38 (8), 597-612. 
Roederer, Claire (2008), “L’expérience de Consommation: Exploration 
Conceptuelle, Méthodologique et Stratégique,” thèse de Doctorat ès 
Sciences de gestion, Université de Bourgogne, 27 novembre. 
Romani, Simona, Silvia Grappi, Daniel Dalli (2012), “Emotions That Drive 
Consumers Away From Brands: Measuring Negative Emotions Toward 
Brands and Their Behavioral Effects,” International Journal of Research in 
Marketing, 29 (1), 55–67. 
Rook, Dennis W. (1984), “Ritual Behavior and Consumer Symbolism,”in 
Advances in Consumer Research. Vol. II, ed. Thomas C. Kinnear, Provo, 
UT: Association for Consumer Research, 279-84. 
_______(1985), “The Ritual Dimension of Consumer Behavior,” Journal of 
Consumer Research, 12, 251-64. 
Rose, Randall L., and Stacy L. Wood (2005), “Paradox and the Consumption 
of Authenticity Through Reality Television,” Journal of Consumer 
Research, 32 (2), 284–96. 
Ross, Stephanie (1998), What Gardens Mean, Chicago, IL: The University 
of Chicago Press. 
S 
Sandikci, Özlem, and Douglas Holt (1998), “Malling Society: Mall 
Consumption Practices and the Future of Public Space,” in Servicescapes: 
The Concept of Place in Contemporary Markets, ed. John F. Sherry Jr., 
Lincolnwood, IL: NTC Business Books, 305-36. 
425 
 
Sandikci, Özlem, and Sahver Omeraki (2007), “Globalization and Rituals: 
Does Ramadan Turn Into Christmas,” Advances in Consumer Research, 34, 
610–15.  
Saravia, Enrique (2013), “Brasil, el Por Qué de las Grandes Protestas,” 
Puntal, June 25. 
Sassano Luis, Silvana (2012), “La Creación de Nuevos Mitos Urbanos: El 
Centro Commercial Patio Bullrich.” Ángulo Recto. Revista de estudios sobre 
la ciudad como espacio plural, 4 (2),  1989-4015 
http://pendientedemigracion.ucm.es/info/angulo/volumen/Volumen04-
2/varia02.htm 
Scaraboto, Daiane, and Eileen Fischer (2013), “Theory Perspective on 
Consumer Quests for Greater Choice in Mainstream Markets,” Journal of 
Consumer Research, 39 (6, April), 1234-57. 
Schau, Hope Jensen and Mary C. Gilly (2003), “We Are What We Post? 
Self-Presentation in Personal Webspace,” Journal of Consumer Research, 30 
(December), 385–404. 
Schmitt, Bernd H. (2003), Customer experience management, Hoboken, NJ: 
Wiley. 
_______(2010), “Experience Marketing: Concepts, Frameworks and 
Consumer Insights,” Foundations and Trends in Marketing, 5 (2), 55–112. 
Schmitt, Bernd H. and Alex Simonson (1997), Marketing aesthetics: The 
strategic management of brands, identity, and image, New York, NY: The 
Free Press. 
Schmitt, Bernd and  Lia Zarantonello (2013), Consumer Experience and 
Experiential Marketing: A Critical Review, in Naresh K. Malhotra (ed.) 
426 
 
Review of Marketing Research (Review of Marketing Research, Volume 
10), Emerald Group Publishing Limited, pp.25-61 
Schomberg, William and David Milliken (2013), “UK Retail Sales Rise in 
June, Helped by Department Store Discounts,” 
http://www.lse.co.uk/FinanceNews.asp?code=8kwubhy0&headline=UK_retail_sale
s_rise_in_June_helped_by_department_store_discounts 
Schouten, John W. (1991a), “Personal Rites of Passage and the 
Reconstruction of Self,” Advances in Consumer Research, 18, 49-51. 
_______(1991b), “Selves in Transition: Symbolic Consumption in Personal 
Rites of Passage and Identity Reconstruction,” Journal of Consumer 
Research, 17 (March), 412-25. 
Schouten, John W. and Harold F. Koenig (2002), “Building Brand 
Community,” Journal of Marketing, 66 (January), 38–54. 
Schouten, John W. and James H. McAlexander (1995), “Subcultures of 
Consumption: An Ethnography of the New Bikers,” Journal of Consumer 
Research, 22 (June), 43–61. 
Schouten, John W., James H. McAlexander and Harold F. Koenig (2007). 
“Transcendent Customer Experience and Brand Community,” Journal of the 
Academy of Marketing Science, 35 (3), 357–58. 
Schwartz, Barry (1967), “The Social Psychology of the Gift,” American 
Journal of Sociology, 73 (1), 1–11.  
Semprini, Andrea (1992), Le Marketing de la Marque: Approche 
Sémiotique, Paris: Liaisons. 
Sherman, Lawrence W. and Heather Strang (2004), “Experimental 
Ethnography: The Marriage of Qualitative and Quantitative Research,” 
427 
 
Annals of the Academy of Political and Social Science, 595 (September), 
204-22. 
Sherry, John F., Jr. (1983), “Gift Giving in Anthropological Perspective,” 
Journal of Consumer Research, 10 (September), 157–68. 
_______(1990), “A Sociocultural Analysis of a Midwestern American Flea 
Market,” Journal of Consumer Research,  17 (1), 13-30. 
_______(1995), "Anthropology of Marketing and Consumption. Retrospect 
and Prospect", Contemporary Marketing and Consumer Behavior. An 
Anthropological Sourcebook, ed. John F. Sherry Jr., Thousand Oaks, CA: 
Sage Publications, 435-45. 
_______(1998), Servicescapes: The Concept of Place in Contemporary 
Markets, Lincolnwood, IL: NTC Business Books. 
_______(2000), “Place, Technology and Representation,” Journal of 
Consumer Research, 27 (2), 273-78. 
_______(2008), “Ethnography Goes to Market,” American Anthropologist, 
110 (1), 3-6. 
Sherry, John F., Jr. and Eileen Fischer, (2009), Explorations in Consumer 
Culture Theory, New York, NY: Routledge. 
Sherry, John F., Jr., Robert V. Kozinets, and Stephania Borghini (2007), 
“Agents in Paradise: Experiential Co-creation through Emplacement, 
Ritualization and Community,” in Consuming Experiences, ed. Antonella 
Carù and Bernard Cova, London: Routledge, 15–31.  
Sherry, John F., Jr., Robert V. Kozinets, Diana Storm, Adam Duhachek, 
Krittinee Nuttavuthisit, and Benét Deberry-Spence (2001), “Being in the 
428 
 
Zone: Staging Retail Theater at ESPN Zone Chicago,” Journal of 
Contemporary Ethnography, 30, 465–501.  
Shillingburg, Donald (1994), “Entertainment Drives Retail,” Architectural 
Record, August, 82-7. 
Shopping Cidade Jardim Investors Report (2011), “Shopping Cidade 
Jardim”. 
Sieber, Joan E. (1982), “Ethical Dilemmas in Social Research,” in The 
Ethics of Social Research, ed. Joan E. Sieber, New York, NY: Springer-
Verlag. 
Sieber, Joan E. and Barbara Stanley (1988), “Ethical and Professional 
Dimensions of Socially Sensitive Research,” American Psychologist, 43 (1, 
Jan), 49-55. 
Simmel, Georg (1957), “Fashion,” American Journal Of Sociology, 62 (6, 
May), 541-58. 
Small, Mario Luis, David J. Harding, and Michèle Lamont (2010), 
“Reconsidering Culture and Poverty,” The ANNALS of the American 
Academy of Political and Social Science, 629 (1, May), 6-27. 
SocioVision (2011), Tendances de la Consommation, Paris: SocioVision. 
Solomon, Michael R. (1998), “Dressing for the Part: the Role of the 
Consumer in the Staging of the Servicescape,” in Servicescapes: The 
Concept of Place in Contemporary Markets, ed. John F. Sherry Jr., 
Lincolnwood, IL: NTC Business Books, 81-108. 
Solomon, Michael R. and Basil G. Englis, B. (1994), ”Reality Engineering: 
Blurring the Boundaries Between Marketing and Popular Culture,”  Journal 
of Current Issues and Research in Advertising, 16 (2, Fall), 1-18. 
429 
 
Sorkin, Michael (1992), Variations on a Theme Park. New York, NY: 
Noonday Press. 
Souza, Jessé (2000), “Gilberto Freyre e a Singularidade Cultural Brasileira,” 
Tempo Social, Rev. Sociol. USP, 12 (1, May), 69-100. 
_______(2001), “A Sociologia Dual de Roberto DaMatta: Descobrindo 
nossos mistérios ou sistematizando nossos auto-enganos?,” RBCS, 16 (45, 
February), 47-67. 
Spiggle, Susan (1994), “Analysis and Interpretation of Qualitative Data in 
Consumer Research,” Journal of Consumer Research, 21 (3, December), 
491-503. 
Stanfield Tetrault, M. and Kleine III, R. (1990), “Ritual, Ritualized 
Behavior, and Habit: Refinements and Extensions of the Consumption Ritual 
Construct,” Advances in Consumer Research, 17, 31-8. 
Strauss, Anselm, and Juliet M. Corbin, (1990), Basics of qualitative 
research: Techniques and Procedures for Developing Grounded Theory, 
Newbury Park, CA: Sage.  
Taussig, Michael T. (1992), Mimesis and alterity: A particular history of the 
senses, London: Routledge.  
T 
The Economist (2012), “The World in Figures,” 
http://www.economist.com/world-in-figures  
Thomas, Michael J. (1997), “Consumer Market Research: Does It Have 
Validity? Some Postmodern Thoughts," Marketing Intelligence and 
Planning,” 15 (2), 54-9.  
430 
 
Thompson, Craig J. (2014), “The Politics of Consumer Identity Work,” 
Journal of Consumer Research, (40) 5, iii-vii. 
Thompson, Craig J. and Zeynep Arsel (2004), “The Starbucks Brandscape 
and Consumers’ (Anticorporate) Experiences of Glocalization,” Journal of 
Consumer Research, 31 (December), 631–42.  
Thompson, C., William B. Locander, and Howard R. Pollio (1989), “Putting 
Consumer Experience Back Into Consumer Research: The Philosophy and 
Method of Existential-Phenomenology,” Journal of Consumer Research, 16 
(2), 133–46. 
Thompson, Craig J. and Siok Kuan Tambyah (1999), “Trying to Be 
Cosmopolitan,” Journal of Consumer Research, 26 (3), 214–40. 
Thompson, Craig J., and Maura Troester.(2002), “Consumer Value Systems 
in the Age of Postmodern Fragmentation: The Case of the Natural Health 
Microculture,” Journal of Consumer Research, 28 (4), 550-71. 
Throop, C. Jason (2003), “Articulating Experience,” Anthropological 
Theory, 3 (2), 219–41. 
Tissier-Desbordes, Elisabeth (2005), “Un Consommateur en Miettes,” in 
Commerce et Distribution : Prospective et Stratégies, ed. Olivier Badot and 
Marc Benoun, Coll. Recherche en Gestion, Paris; Economica, 67-74. 
Tombs, Robert P. and Isabelle Tombs (2006), That Sweet Enemy: the French 
and the British from the Sun King to the Present, London: William 
Heinemann. 
Tsai, Shu-pei (2010), “Shopping Mall Management and Entertainment 
Experience: A Cross-regional Investigation,” Services Industries Journal, 30 
(3), 321-37. 
431 
 
Turley, L. W. and Ronald E. Milliman (2000), “Atmospheric Effects on 
Shopping Behavior: A Review of the Experimental Evidence,” Journal of 
Business Research, 49, 193–211. 
Turner, Victor W. (1962), ‘Themes in the Symbolism of Ndembu Hunting 
Ritual,” Anthropological Quarterly, 35 (2, April) East and Central Africa (N. 
Rhodesia, Sudan, Tanganyika) (Special Issue), 37-57.  
_______(1969), The Ritual Process: Structure and Anti-Structure, London: 
Routledge and Kegan. 
_______(1974), “Liminal to Liminoid, in Play, Flow, and Ritual: an Essay in 
Comparative Symbology,” in The Anthropological Study of Human Play, ed. 
Edward Norbeck, Volume 60, Number 3, Houston, TX: Rice University 
Studies, 53-92.  
_______(1982), From Ritual to Theatre: the Human Seriousness of Play, 
New York, NY: PAJ Publications.  
_______(1988), The Anthropology of Performance,  New York, NY: PAJ 
Publications. 
Turner, Victor W. and Edward M. Bruner (2004). The Anthropology of 
Experience, Urbana, IL: University of Illinois Press. 
U 
Ulver-Sneistrup, Sofia and Jacob Ostberg (2011), “The Noveaux Pauvres of 
Liquid Modernity,” in Research in Consumer Behavior, Vol. 13, ed. Russell 
W. Belk, Kent Grayson, Albert M. Muñiz, and Hope Jensen Schau, Emerald 
Group Publishing Limited, 217-32. 
Unibail-Rodamco (2008), “Dossier de Presse”. 
432 
 
Unibail-Rodamco (2012), Investors report. 
Urry, John (1995), Consuming Places, London, New York, NY: Routledge. 
Üstüner, Tuba and Douglas B. Holt (2007), “Dominated Consumer 
Acculturation: The Social Construction of Poor Migrant Women's Consumer 
Identity Projects in a Turkish Squatter,” Journal of Consumer Research, 35 
(1), 41-56. 
_______(2010), “Toward a Theory of Status Consumption in Less 
Industrialized Countries,” Journal of Consumer Research, 37 (1), 37-56. 
Üstüner, Tuba and Craig J. Thompson (2012), “How Marketplace 
Performances Produce Interdependent Status Games and Contested Forms of 
Symbolic Capital,” Journal of Consumer Research, 38 (February), 796–814. 
Usunier, Jean-Claude (1994), “Social Status and country of origin 
preferences,” Journal of Marketing Management, 10 (8), 765-83. 
V 
Valor Economico (2012),  http://www.valor.com.br  
Van Gennep, Arnold (1908), The Rites of Passage, English trans. 1960 by 
M. B. Vizedom and G.L.Caffee, London: Routledge and Kegan Paul. 
Varey, Carol, and Damiel Kahneman (1992), “Experiences extended across 
time: Evaluation ofmomentsof moments and episodes,” Journal of 
Behavioral Decision Making, 5, 169–85. 
Vargo, Stephen L. and Robert F. Lusch (2004a), “Evolving to a New 
Dominant Logic for Marketing”, Journal of Marketing, 68 (1, January), 1-
18. 
433 
 
_______(2004b), “The Four Service Marketing Myths: Remnants of a 
Goods-Based Manufacturing Model”, Journal of Service Research, 6, (4), 
324-35. 
Varman, Rohit, and Russell W. Belk (2009), “Nationalism and Ideology in 
an Anticonsumption Movement,” Journal of Consumer Research, 36 
(December), 686–700. 
_______(2012), “Consuming Postcolonial Shopping Malls,” Journal of 
Marketing Management, 28(1-2), 62-84. 
Varman, Rohit, and Saha, B. (2009), “Disciplining the Discipline: 
Understanding Post-Colonial Epistemic Ideology in Marketing,” Journal of 
Marketing Management, 25(7/8), 811–24.  
Veer, Ekant (2011), “Hiding in Plain Sight: ‘Secret’ Anorexia Nervosa 
Communities on Youtube TM.,” Advances in Consumer Research, Volume 
38, eds. Darren Dahl, Gita V. Johar and Stijn M.J. van Osselaer, Duluth, 
MN: Association for consumer Research. 
Venkatesh, Alladi  (1995), “Ethnoconsumerism: a new paradigm to study 
cultural and cross-cultural consumer behavior,” in ed. Janeen Arnold Costa, 
Gary J. Bamossy, Marketing in a multicultural world: Ethnicity, nationalism 
and cultural identity, Thousand Oaks, CA: Sage, 26–67. 
Venkatesh, Alladi and Lisa Peñaloza (2006), “From Marketing to Markets: 
A Call for Paradigm Shift”, in Does Marketing Need Reform? Fresh 
Perspectives on the Future,  ed. Jagdish N. Sheth, and Rajendra S. Sisodia, 
Armonk, NY: M. E. Sharpe, 134-50. 
Venkatraman, Meera and Teresa Nelson (2008). “From Servicescape to 
Consumptionscape: A Photo-Elicitation Study of Starbucks in the New 
China,” Journal of International Business Studies, 39, 1010–026. 
434 
 
Verhoef, Peter C., Katherine N. Lemon, A. Parasuraman, Anne Roggeveen, 
Michael Tsiros, and Leonard A. Schlesinger (2009), “Customer Experience 
Creation: Determinants, Dynamics and Management Strategies,” Journal of 
Retailing, 85 (1), 31–41. 
Visconti, Luca M. (2008), “The Social Construction and the Social 
Construction and Play of Ethnic Minorities' Identities: Antecedents and 
Epiphany of Cultural Alternation,” in Advances in Consumer Research, Vol. 
35, ed. Angela Y. Lee and Dilip Soman,  Duluth, MN: Association for 
Consumer Research,  31. 
W 
Waiselfisz, Julio Jacobo (2011), Mapa da violência 2011: Os Jovens do 
Brasil, Brasília: Instituto Sangari, Ministério da Justiça, Governo Federal. 
Wakefield, Kirk L. and Julie Baker (1998), “Excitement at the Mall: 
Determinants and Effects on Shopping Response,” Journal of Retailing, 
74(4), 515-39. 
Wallendorf Melanie and Merrie Brucks (1993), “Introspection in consumer 
research: implementation and implications,” Journal of Consumer Research, 
20 (December), 339–59  
Warde, Alan (2005), “Consumption and Theories of Practice,” Journal of 
Consumer Culture, 5 (2), 131–53. 
Wernick, Andrew (1997), "Resort to Nostalgia: Mountains, memories and 
myths of time," in Buy this Book: Studies in Advertising and Consumption, 
eds. Mica Nava, Andrew Blake, Lain MacRury and Barry Richards, London: 
Routledge, 207-23. 
Westfield (2012), Investors Report. 
435 
 
Wright, Len Tiu, Andrew Newman, and Charles Dennis (2006), “Enhancing 
Consumer Empowerment,” European Journal of Marketing, 40 (9/10), 925-
35. 
Wright, David (2005), “Commodifying Respectability,” Journal of 
Consumer Culture, 5 (3), 295-314. 
Y 
Yin, Robert K. (1994), Case study research: design and methods, 2nd ed., 
Newbury Park, CA: Sage. 
Young, Robert J.C. (1990), White mythologies, London: Routledge. 
Z 
Zaltman, Gerald, Karen LeMasters, and Michael Heffring (1982), Theory 
construction in marketing, New York, NY: Wiley. 
Zizek, Slajov (2013), Demanding the impossible, Cambridge, MA: Polity 
Press. 
Zukin, Sharon (2004), Point of purchase: How Shopping Changed American 
Culture, New York, NY: Routledge. 
Zwick, Detlev, Samuel K. Bonsu, and Aron Darmody (2008), “Putting 
Consumers to Work: “Co-Creation” and New Marketing Govern-Mentality,” 
Journal of Consumer Culture, 8 (2), 163–96. 
